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Clearly a case for COLOUR 


Annual 
Survey of 
Appropriations: 


POPTrI TT es 


Reproduced by kind permission of D. & W. Gibbs Lid. 


“ Red, green and blue cases—so you always know your own.” Gibbs realise that this 
major selling point can only be expressed in full colour. They add the sparkle of gay 
illustration, rely on Odhams photogravure for superlative reproduction and achieve a 
series of attractive and compelling advertisements. Yet another proof that full colour in 
Odhams Three No. 1 Magazines gives the greatest impact known to modern advertising. 4 
For any product—new or established—Odhams Big Three are the media to multiply sales. 7 


WOMAN ILLUSTRATED | JOHN BULL | 


2,226,725 —A.B.C. 1,129,423—A.8.C. 1,000,698 —A.B.C. 


HARRIS KAMLISH, ADVERTISEMENT DIRECTOR, ODHAMS PRESS LTD., 96-98, LONG ACRE, LONDON, wW.c.2 
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Presentation of 
diplomas 


ntation of he Advertising 
on dipiomas to ths 
essful finalists will be mad 
Miles Thomas, president of 
the Association at Church Hous 
Westounsier, at 5.80 p.m. on Fri 
day, September 26 
It will be the first 
ceremony has been 


years 


time that the 
stranged as an 


Advertising Association function 
Previously the presentation has 
taken place at the annual dinner of 
the 5.D.MLA 

Although invitations have already 
been sent to London members of 


the Advertising Association, clut 


education officers and principals 
and advertising lecturers at tech 
nical colleges, the education com 
mittee will be glad to welcome all 
those who would like to attend 


students especially 


‘Sunday Pictorial’ 


is sectionalised 
The Sunday Pictorial this 
claumed they had produced the first 


Brith secuionalised newspape In 
reased in size to 20 pages the issuc 
had news, sport and magazine sec 
tioms., The sports section was i the 
centre four pages and readers wer 
invited to file ut every week for ther 
wn personal cords 

the Sunday Times was increased 
nm size to twelve pages pre-Wwa 
practice of illustrated property an 
nouncements was re-introduced 

As reported last week the Daily 


Telegraph has been incre 


Pages The first meue of the new 
size appeared on Monday A pic- 
ture page w one of the innovations 


i 
Two-way P.R. 
The fourth annual general 
of the Local Government Group of 
the Institute of Public Relations will 
take place next Wednesday at th 
Association of Municipal Corpora 
Victorm, S.W.1 
The Group will he he 
charman of . Mafhagement com 
m John Sutcliffe (P_R.O, West 
’ City Council) talk on the 
Two Way Aspect of Public Rels 


meeting 


present 


To The Editor.. 


Chlorophyll in 
the cabbage 


Sim An American magazine 
cartoon shOWs a grocer trying to 
sci) a woman a cabbage with the 
It has the same miracu 
chiorophyll which you find 
the newest soaps and tooth 


” Ss 


\n agricultusal chemist of my 
tance, who has done a lot 
ich work on grass im 
ement, tells me that chloro 

s not @ green substance. It 

ca and transparent like 
water, and the action of sunlight 


ims it green, Put a plant in a 
lark room, the green wil! fade, 
e wt to light, the green 
8, but the chlorophyll! is 
th all the time 


Here comes another bull-dozer, 
exachlorophene,” better than 
rophyll, and eleven times 
than any other kind of 
Let's give a word of praise 
the newcomer. At least the 
rs haven't thought it neces 
sary to colour it green 
\dvertising? Pshaw 
S. P. O'CONNOR 
S. P O'Connor & Co. Lid.. 
Mount St. London, W.1. 


Mak 


Thank you to the 


advertisers 


Sim.—-On looking through a 
copy of a well-known American 
newspaper this week-end, I came 
across the following single inch 
column advertisement 

THANK THE ADVERTISERS 

for ther advertising when you 

make your purchase or bette: 
still write to them, stating your 
satisfaction with their merchan- 


dise 

In these days of hard-selling 
ind cut-throat costing, such a 
sentiment should not go un 


particularly as the inser- 
placed by the newspaper 


rned 


blessed 

Thon was 

connec 
R. A Rycrorr 

nation Officer, 

s Ltd 


Infor 
Pette 


Dazed by ‘dazzle 
problem’ replies 


Six, -1 am most grateful for 
your courtesy mm having printed 
ny recent letter concerning our 
dazzle problem and am more 
than ever amazed at the tremend 
est which is obviously 
shown in ADVERTISER'S WEEKLY 
since we have been literally nun 
dated with suggestions from 


ous inte 


For ‘urthe 


nformation please 


write te 


"Recep ve ny, 


Head of Advertisement Department 


readers as to how tk 


our difficulties 


vercome 


I hesitate to encroach further 
on your space but would be 
less than courteous |! | were not 


to thank all those who wrote to 
me and give them an assurance 
that as soon as ever wsible | 
will write cach one personally 

There were one of two ingen 
ous solutions suggesicd bul im the 
main most of them ee with 
your correspondent D A. B 
Cowley (September 4 » whom 
1 would like to suggc hat even 
if the idea is corny nay still 
be good 

I am proud of the fact that for 
the many vears | have been asso 
crated with the advert g busi 
ness | have been the purvevor of 
more corn than any mer and 
the exercise has not be without 
profit 

A. S.) PaInrer 


Managing Director 
E. R. Howard Ltd 


Competition 


Sim,—One_ hears said often 
that British advertising is inferior 
to American. Occasionally truly 
but generally not. There is natur- 


IN THIS ISSUE— 
Witton Evan. in bic Weekly 
Newspapers feature, telly the 
story of an “advertising genius of 

the first water” page 518. 
NEXT WEEK: First of a series 
of articles on the prevention of 

abuses in advertising. 


ally less of it, but in originality 
and effect British advertis 


ng is as 

good as any that America pro- 
duces and frequently better 

Recent years have seen the 

phenomenal growth in _ this 


country of an American 
This should not numb | 
late our publishers, for 
lion is a stimulant 


magazine 
it stumu- 
competi- 


LW 


126 Stamford Court 
l ondon, Ww6 


‘Municipal Journal’ 


LYON. 


The liabilities and ass of The 
Municipal Journal Lid ve been 
taken over by a new comp.ny bear 
ing the same name but aving a 
greatly increased capital s' ucture 

Directors and managen remain 
unchanged 

A notice will appear in next 
week's London Gazette confirming 
that a final meeting of ¢ share 
holders of the oid comp will be 


held on October 31 
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Brochure on LLP.A, 
campaign 


The Instuute of Incorporated 
Practitioners in Advertsing has re 
produced in the form of a brochure 


the Exhibition which it showed dur 
ing the Festival of Britam, at the 
British Industnes Fan, and at a 
number of provinctal centres. 

The purpose of the Exhibition 
was to explain the wide field of 
knowledge necessary for a cand- 
date to qualify as an LLP.A. asso 


ciate member; and the brochure not 


merely reproduces the campaign 
featured in the Exhibition but also 
includes the LIL.P.A. 1951 examina- 


ion papers 
Entitled “Planning an Advertising 
Campaign,” the brochure is printed, 


with gx us use of colour, on 
glossy papeM>@ in. x 10 in., between 
semi-stifl covegs, spiral bound 


Copies may be Gbtained from the 
Institute, price 5s. Gach 


Chipper and Muffin 


were there, too 


The rest tent erected by the 
Birmingham Gazette and Despatch 


Limited, at the City of Birmingham 
Show. attracted well over 5,000 
visitors 

A life size plaster model of 
“Chipper the simp cartoon 
appearing daily in the Evening 
Despatch, and a three foot high 
model of “Muffin the Mule” now 
appearing inthe Birmingham 
Gazette, proved great aliractions to 
the children. 


Odhams’ sales at a 
glance 


“At-a-glance™ hanging cards set- 
ting out the A.B.C. net sales figures 
for Odhams periodicals for the first 
six months of this year, have been 
sent to advertisers and agents by 
Harris Kamlish. advertisement direc 
tor. 

Quarto-size and varnished, 
cards cover the group's weekly 
monthly pubbcations 

Up-to-date figures will be put out 
in this form every six months. 


the 
and 


The Listener 


Average Weekly Net Sale (A BC 


BBC Publication. Brandcasting House, Portland Place 


Jan -Junc 


1952) 131,832 


London 
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Present your product proudly to Britain’s 

womanhood—to readers whose confidence has 

been won for you in advance. Offer it to 

Housewives who buy on quality and value and not 

on price alone. WELDONS LADIES’ JOURNAL € 
gives added prestige to advertised commodities 

—a prestige which is reflected in results. Profit by 


WELDONS om 


; ' 
the experience of leading advertisers, and see that \ } 
your fashion, beauty, home or family product appears ) pd 
tegularly in WELDONS LADIES’ JOURNAL. fl 


THE FLOWER OF WOMEN’S MAGAZINES 


a PAGE RATE4160 + MONTHLY 1/3 


“ 


A. W. BURNETT, Advertisement Director, WELDONS LTD., 30-32 SOUTHAMRION STREET, LONDOM, W.C.2 - 
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oat 


To- DAY THE REED PAPER GRouP 


7 ) tudents from other universities, the Cavendish Laboratory at eee 


re ; ( ambridge granted them a greater privilege than anyone 
tee ipected. Only three years later thei brilliant leader, ; fi 


Professo J. Thomson, announced that his experiments with 


SHEN FT FIRST OPENED ITS DOORS, in 1894, to post-graduate 


ithoade rays had revealed matter in a new state... im 
| i 
which the subdivision of matter is carned very much further % ch oS Ge 
~~ -™~*) - 
than mn the ordinary gaseous state With this discovery of > €> GS €2 GS & 
the clectron, a is now known, came the dawn of the atomic 
ae t which has already transformed science and 
Pioneers :n modern paper technolog y 


madustrs nmving us such wonders as television and the 


electron microscope and has provided a vast new source of 


power. How rich were the closing years of the nineteenth 
century in great names and great beginnings’ 
It was also im 1894 that Albert EF Reed took over an almost 


derelict straw paper mull to make super-calendered newsprint 
and other printing papers. Acquiring and revitalising other ~ 


paper mills with remarkable enerey and fore sight, he founded he G 


one of the world’s largest pape naking organisations And REED & 


at the five mills of the Reed Paper Group where giant modern 
machines produce every day hundreds of tons of newsprint 


kraft, Ussues and other papers proneering spirit is kept 
wa’ 


t REEMAS 


alive mn ceaseless technological research 


Head Office: 10s Piccadilly London W.1 
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Royal pictures: Complaints about charges 


for Coronation display enlargements 


“NECESSARY TO EXERCISE CONTROL 
OVER QUALITY AND USE’ 


““Advertiser’s Weekly” Special 


a organisations concerned with advertising and com- 
mercial photography have had their attention drawn to com- 
plaints about arrangements in connection with the reproduction 
of royal photographs for Coronation displays and decorations. 


Tro screen THIS 


Y BOMB SITE 


Over 2,000 people signed a petition organised by Penge Chamber of Com- 
merce against the local council's refusal to allow Taylors Lid. of Lewisham 
to construct a garden advertisement site on bombed lana in Penge High 
Street. The firm have appealed to the Ministry. This petition stand was 
used on two consecutive Saturdays on the proposed advertisement site 


‘Ads. in guise of pseudo-editorial’ 


Advertisements which appear 


The journal tates “Most 
publishers of newspapers and 
periodicals in the United King- 
dom have imposed a voluntary 
but highly desirable ban on the 
sale of editorial space for adver- 
tising purposes. Recently, how- 
ever, several instances have been 
brought to our notice where ad 
vertisements have appeared under 
the guise of pseudo-cditorials 
and, however attractive offers of 
this kind of publicity may be, we 
advise members to have nothing 
to do with them. 

“This practice, if allowed full 
rein, could only defeat its own 
ends and it is a fair assumption 
that the use of editorial columns 
in this Way accounts for the intro- 
duction in America of a Post 
Office ruling.” 

The Post Office says, all editorial 
or other reading matte published in 
any newspaper, magazine or periodi- 


cal for the publication of which 
money or other valuable considera 
tion is paid, accepted, or promised 
shall be plainly marked “advertise 
ment.” Any editor or publisher 
printing editorial or other reading 
matter for which compensation is 
paid, accepted or promised without 
so marking the same, shall upon 
conviction be fined. 


LONDON OPIXION keeps whole 
families laughing — AND 
BUYING! See that this light 
hearted monthly with the 
heavy reader response goes on 
vour schedule TO-DAY! 


The only studio portraits of the 
Queen and the Duke of Edin 
burgh since the accession have 
been taken by Royal Command, 
the Queen's photographer being 
Dorothy Wilding, while those of 
the Duke are by Baron. Prints 
oft these can be obtained, at the 
customary scale of fees, from 
Camera Press Lid. and from 
Photo Centre Lid. the studio 
Baron controls The right to 
make enlargements for Corona- 
tion decorations and displays is 
confined to three firms appointed 
by the photographers 

Critics contend that the right 
to reproduce approved  post- 
accession photographs should be 
available to anyone on payment 
of a small initial fee. They quote 
as a precedent Milner Gray's 
rendering of the Royal Arms, 
copies of which can be obtained 
from the Council of Industrial 
Design at a nomina! charge, and 
which can be freely reproduced 

They also complain _ that 
the charge of 6s. per square 


foot made by the three appointed 
firms for enlargements is too 
nigh. 458. per square foot, they 
say, would be more consistent 
with general trade practice 

The point of view of the photo 
eraphers, it is understood, is that 
the arrangement they have made 
is mecessary in order 10 exercise 
some control over quality of re- 
production, price, and the pur- 
poses for which the portraits are 
used, 

In the absence of such control, 
some reproductions would fail to 
do justice to the portraits, prices 
charged would vary greatly and 
might be excessive, and some 
might be used for unauthorised 
advertisement purposes 

Three firms that could be relied 
on for first-class work were 
therefore given exclusive rights. 

It is stated that the charge of 
6s. per square foot tor enlarge- 
ments compares favourably with 
that of 7s. 6d. per square foot 
recommended by the Institute of 
@ Continued on page 533 
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Women’s weeklies hold firm despite change 


. ° oo 

in reading habits 
LATEST HULTON SURVEY USES 
QUOTA AND RANDOM METHODS 


EADERSHIP of all types of journals and magazines has 
R decreased since 1950, with the sole exception of women’s 
weeklies, according to the Hulton Readership Survey, 1952, 


now issued. 

Double-checacd by quota and 
random nethods he findings 
show that the formic; system gives 
“ de cal results with the 
latle ai las wer cos So im 


portant « the corhrmation tha 


Hu » Press ha handed over 
the material trom oth imquirics 
to the University of London's 
Su yk nt for detailed 
academic cAamunaloen 

I he y pe { publication that 
has suffered the gest decline in 

sders! { appears, is general 


withiy Nagas 105 whkn are 
lown y 15:5 per cent Whereas 
women's weealies are up by 72 
f cent women, monthiy maga 

es are down by 68 per cent 

The new Survey was introduced 
it a press conicrence on Monday 
resided ve by John Pearce, 
2 4 vanager and director 
Hulton Press, with J. W. Hobson 


ind H. Henry 


Survey 


who compiled the 


The light touch 


It was pointed out that the 
narked readership 
per-copy indicated by the Survey 

e not due to 
jitferent social classes or age 
oups, but are in the Aind of 
mublicalion peop read The 
tendency is away from the more 


changes in 


changes between 


seriously factual newspapers, and 
1 favor { those which present 
the news with a rather lghter 
wich. similarly, in the Magazine 
field. there ts & swing away from 
political and social features, and 
a trend towards fiction, or enter 
tainmen nateria 
8. of 
t that 
to lag 
there is 
exists 
The adjoming table provides 
confirmation of these trends 
dt ws stressed hut readership 
and circulation figures ne 
ue” g fey ie 
In genera terms readership 
figures Move c slowly than 
reulation Sountimes reader 
s! falls while circulation 
sctually sing sometime I 
site occurs These phen 
t a take Piace because } 
t f people who read cact 
‘ {f the pudiica com 
nonly alled the adership- pe 
copy changing 
Apart from readership the 
most notable change n the 
figure for cinema going The 
average number ¢ visits to the 
cinema per head of the adult 


poouliation per weer er 
from $3 in 1950 to 49 in 1982 
The reason why the 198? 


jurvey has appeared two months 
ater in the year than in the past, 
tis explained, is that a prelim: 
ary tabulanon revealed such 
narked changes in readership 
habits that Hulton Press felt it 

cessary to provide very detailed 
additional checks Research 
Services Ltd. (under Dr. Mark 
Abrams) therefore conducted an 
sdditional survey among 1,000 of 
he men and women who had 

en interviewed for the 1951 
nterum edition 

In his foreword, Mr. Hobson 
makes the following claim 

The reason why the Hulton 
Readership Survey has served for 
sk years a widely acknowledged 
f in the advertising busi 
ness is that it does on a larger 
scale than ts generally economic 
for individual agencies and ad 


purpose 


vertisers, a job which each of 
these advertisers and agencies 
would otherwise feel compelled 


to do on a smaller and less re- 
able scale.” 


1. Cauter, a member of the 


Woodfree paper 
price cut 


From Friday last prices of 
wood!ree printing papers, which 
ire widely used for better class 
printing and publicity, were re- 
duced by £7 per ton 

or reels of ten tons and ever 
the following minumum mill prices 
(per ton in each case) now apply 
super-calendered and machined 


finished, £100; cream laids and 
woves £105 mutation art, 
£102 Ss; cartridge paper, £114 


M.G. poster papers have been 
reduced in the region of £9 per 
ton and a scale of prices according 

) quantity introduced. For quan 

es of 10 tons and over in 
sheets the new price is 
£119 17s. 6d. per ton 
In the case of banks and bonds 

s an all round reduction of 
id. per Ib 


National morning pay« 
All morning papers 


National Sunday pap< 
All Sunday papers 


Evening papers 


Local weekly or bi-week wspapers 


General weekly magas: 
General monthly maga 


AMONG WOMEN ON! 
Women's weekly magas 


Women's monthly magazines 


%e 
Aggregate Readership Change 


Survey's Advisory Pan has the 
following comment | ake 

In earlier years was said 
that ‘duplication of adership’ 
tables might be published. Many 


people would like to know more 
about those who read both publi- 
cation A and publication B. 
While we appreciate the difficulty 
inherent in making such a Mass 
of figures available-—and ‘for 
free’—-we hope it wil appear 
ungracious if we plead for a fe- 


examination of whether or not 
duplication data can made 
available in some form or other.” 

Members of the Advisory 


Topping a 10 ft. high sign 
erected by Franco Sign, Ltd., at 
Ingersoll Corner, Ruis Middle 
sex, this giant watch. 44 n dia 
meter and weighing 14 ts.. igs @ 
reproduction of an act Inger 
soll Triumph pocket mode It 
is electrically controlled ‘rom the 
master clock system on the 


Ingersoll prem 


SERVED SAME CLIENT 21 YEARS 


To mark the completion of 21 
vears’ business association be 
tw the two firms, Sir Samuel 
Robs chairman, and the direc 


tors f Newton Chambers & 
Company Ltd, gave a dinner to 
directors and senior executives of 
tC. Prichard, Wood & Partners 
Lid at the Victoria Hotel, 
Sheffield 

I ¢ who attended included 
Sir Harold West. Mrs. Agnes 


Drew, Major Peter Roberts, M-P.. 


P. J. C. Bovill. A. W. Grogan. 
S.C. Tyrrell, R. F. A Sampson, 
L. Godber, H. E E! ott, R 


Forsyth, of Newton Chambers & 
Company. and Sincla Wood. 
John Gloag. EF Ss owdall, 
Gerald Butler. Donald McCul- 
lough, Garth Willcock, W. 7 
Stevens, Walter Hayley. Kenneth 
Ballard. Henry Deschamosneufs 


and Eric Nickolds. of Pritchard, 
Wood & Partners 


1950 1952 
99,500,000 37,900,000 41 
46,000,000 44,100,000 — 54 
70,200,000 68,500,000 26 
75,200,000 74,500,000 0-8 
29,200,000 26,800,000 82 
25,900,000 25,050,000 33 
66,200,000 61,500,000 7-1 
17,400,000 14,700,000 15-5 
20,800,000 22,300,000 + 72 
| 13,800,000 12,850,000 — 68 
i 
Pane| are: T. Cauter (British 
Market Research Bureau), P 


Francis (Hudson & Knight), J. 
Haydock (Masms & Fergusson), 
A. P. Mitchell-Innes UJ. Walter 
Thompson Co.) W. C Thielé 
(Yardley & Co.. Ltd.), and R. N 
Wadsworth (Cadbury Bros., Ltd.) 

The random sampling check 
was provided by British Market 
Research Bureau 

3.500 copies of the Survey 
have so far been printed. They 
are being sent free to a selected 
list of agencies and advertisers 
Others may obtain copies at a 
cost of 25s. 


‘GOOD MOTORING’ 
RUNS A SURVEY 


73 per cent of Good Motoring 
readers buy products advertised 
in that journal and 63 per cent of 
the readers recommend their 
friends to buy these products 

This is revealed by a survey 
which Good Motoring has carried 
out among iis readers Two 
questionnaires were used: the 


The date when the “Manchester 
Guardian” will introduce froat 
page news has now been fixed. 
The change will be made on 
Monday, September 29. 


first for genera: readers; the 
second to find out the number of 
car-owning readers 

This latter shows that. of Good 
Motoring’s total readership of 
134.970. car owners number 
101.511 The proportion of 
readers who own post-war cars is 
44 per cent. compared with 35 
per cent for all motorists 

$9 per cent of the readers do 
not read other motoring maga- 
zines 

After stating that the advertise- 
ment rate per 1,000 car owners is 
44d. per sci. the survey gives a 
list showing the comparative rate 
for 21 of the media included in 
the car-owning table of the 1950 
Hulton Readership Survey. The 
comparative rates of these 
journals, whose names are not 
given, are all highe: than that for 
Good Motoring 
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Isidore Hakim, outdoor advertising 
manager of the Société Exgyptienne 
de Publicité, Cairo, with G 
McLellan, general manager of Boro 
Billposting Co 


Outdoor ads. 
in Egypt 
in Eeyp 
Most Egyptian posters are still 
painted by hand. and there are 
restrictions on their use On build- 
ings with windows reveals Isidore 
Hakim, outdoor advertising mana- 
er, Société Egyptienne de Publi- 
f eriisement contractors 
rate for one site here 
would represent a whole advertis- 
ing budget in Egvpt,” he said 
e long-standing custom of 
placing an Arabic translation of 
the text above the poster had now 
been made compulsory by the 
Government, he stated. Ovaltine 
Lyons, Enos, Greys, and Black & 
White. were among British firms 
advertising in Egvpt by poster. 
Gordon's Gin and Dewar's use 
painted meta! sheets 
During a short visit to this 
country Mr. Hakim has been 


CORNWALL SPECIAL AREA 
Most of Cornwall has now been 
approved as a “special area.” This 
ws by agreement with the Outdoor 
Advertising Industry Advisory 

Council. 


studying Britisn poster production 
and contracting methods with 
Boro Billposting at the invitation 
of G. L. McLellan. general man- 
ager. in answer to a request from 
George Young managing director 
of Overseas Publicity and Service 
Agency. who are Société Egypti- 
enne’s representatives here. He 
has also visited Odhams’ silk 
screen printing pnlant at Watford 
Silk screen printing is now being 
used in Egypt but only for small 
posters 

Mr. Hakim said that he pro- 
posed to investigate the use of 
luminous inks. such as Day-Glo. 
but feared that thev might prove 
neffective m the brilliant 
Egvptian sunlicht 

Among the thincs that have im- 
pressed him here are in-relief 
posters. and also solus sites in the 
midst of a garden 

Improvements in presentation 
that he honed to promote in 
Egy>r were the use of attractively 
moulded «qurrounds on poster 
panels and of trellis-work to sep- 
arate one pane! from another 


6,000 wives helped 
‘Surf? product test 


IG space advertising broke this week for Surf, the new-to- 
Britain Lever detergent to be launched with “the most 
powerful advertising campaign ever undertaken for any pro- 
duct.” Films and posters are also being used on an unprece- 


dented scale. 


Advance news of the campaign 
being conducted by Lintas Ltd 
was given in ADVERTISER'S 


Weexcy last week 

The product was officially 
introduced to the press at a party 
aboar! HQS ellington on 
the Thames on Tuesday when a 
demonstrator was completely sub- 
merged in a wall of lather 
created from nine spoonsful of 
the powder. 

In what is claimed to be one 
of the biggest marketing opera- 
tions undertaken since the war 
over 30,000 retailers in an area 
stretching from the Wash to the 
Isle of Wight have been supplied 
with Surf 

Levers are sending to nearly 
6.000.000 housewives in London 
and South-East England coupons 
which will enable them to buy a 
packet at less than one-third the 
norma! price (Is. 11d). In an 
accompanying letter, they will be 
introduced to the new washing 

r by Mrs. Wilfred Pickles 


are available, it is intended to 
extend the marketing of Surf to 
the rest of the L 
Outlining marketing plans, 
Frank Davies, chairman, Lever 
Brothers Ltd., said: “The packet 
will strike a new and original 
note upon the retailers’ shelves 
and in the home. The blue and 
yellow theme, with its striking 
design suggestive of rich, rising 
lather, is one, we think. which 
will very soon register itself in 
the public mind as the trade- 
mark of a denendable product. 
“Before putting Surf on to the 
market we had it thoroughly 


eae oY 


Quite a lather was raised at the 

party to introduce the new Lever 

detergent, Surf. 1: rose higher than 
the woman demunstrator. 


tested out by the housewife her- 
self. No fewer than 6,000 women 

a reliable cross-section—have 
helped us by their verdicts to 
perfect the product. This has 
involved the biggest consumer 
testing scheme of a household 
article in industria! history. At 
different stages of its develop- 
ment, and using the blank pack- 
age technique, Surf was tried out 
against the leading washing 
powders by these housewives in 
their homes.” 

Display devices include a board 
against which meta! discs repre- 
senting bubbles tinkle and shim- 
mer. These are being used on 
delivery vans. 


Window display winners to see 
the Coronation procession 


Over one hundred seats on the 
Coronation procession route and 


nearly £1,000 in cash is being 
offered in prizes for a Ryvita 
window display competition. 

There are separate prizes for 
private and for mul'iple grocers. 
The United Kingdom is being 
split into 32 areas. There is a 
national pnze o1 two Coronation 
seats and £100 in cash. Seven 
divisional prizes each for private 
and for multiple traders of two 
Coronation seats and £20 are also 
offered 

Two Coronation seats are 
offered as the first prizes in 25 
areas. In addition there are 32 
area second prizes of £10 each. 
and area third prizes of £5 each. 

Incentives in the form of cash 


prizes for salesmen covering prize 
winning territories will also be 
made 

“Twinsales” 1s the name given 
to the competition. cach window 
having to feature Ryvita and a 
product which can be used with 
it—such as cheese, honey, or 
paste 

Publicity in the form of full 
page advertisements in grocery 
trade papers 1s ueiny handled by 
Colman, Prentis & Varley Ltd. 


Death of F. J. Cook 


F. J. Cook, late general mana- 
ger and executive director of 
Odhams Press newspaper group, 
died on Tuesday, agea 71. He was 
with the company for 32 years. 


ADVERTISER'S WEEKLY 


WHERE THE ADS. 


ESEECE? 
f f 


ii 


Introducing 


GUEST 
COLUMNIST 


This week “Advertiser's Weekly” 
introduces a new “opinion” 
feature, “Guest Columnist.” 

Contributors will be men and 
women recognised standing 
in advertising and publishing. 
Thev will be invited to choose 
a subject of tovical interest on 
which they he'd strong views. 
And they will be avked to 
express those views with com- 
plete freedom. 

Their opinions may conflict with 
those held by “Advertiser's 
Wee'ty” or by many of its 
readers. Our object is to stimu- 
late constructive controversy at 
the highest level. 

Our fire “ svest Columnist.” 
whose article annears on pave 
492. is CRCTL, H. KING, chair- 
man of the “Dally Mirrer” and 
“Sunday Pictorial.” His sub- 


HUBERT A. OUGHTON. chair- 
man. W. S. Crawford Litd., and 
oresident. L.1.P.A. 

FRANK WATERS, 
director. “News 
“The Star.” 

D. R. GRIFFITHS, director, 
TS.MLA, 

CECIL D, NOTLEY, chairman, 
— D. Notley Advertising 


L. P. SCOTT, chairman. Man- 
chester Guardian and Evening 
News Ltd: and 

LTCOL. MAURICE w. 
BATCHELOR, chairman, 

Peas Lid, 


managing 
” and 
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acon ) CRICKET MATCH 


Vel al the TWO FREDS ( secons 


LADIES Figst! § 
60 WE WILL 
GIVE AN 
IMPRESSION ory. 
OF THE Wd 
PRESIDENT 
OF 


N.A.B.S 
MISS 


J.A. 
REYNOLDS, 
WATCHING 
* TWO FREDS”. 

CRIChKE 
_ MATCH 
ON A COLD Day AT HURLINGHAM CLUB. 


Hege We HAVE 
THE HON. Séc. 
OF NAGS. 
‘ GEORGE’ 
CLARKSON 
LISTENING 
To A 
: FUNNY 
| ONE 
FROM 


FRED SLAUGHTER 


OF THE MATCH, 


DisGuisedD 
iN AN 
UMPIRES 
COAT, 15 
PAT 
JACKSON , 
CAPTAIN 
OF THE 


NEWSParer 
AND 


Sociery ’ os ee VERRINDER 
rue weil and 
be ad 


ONE OF THE FOUNDEKS 


THE GENTLEMAN 
“LAUGHING HIS 
HEAD OFF’ 


MERRY ANDREW 


persed 


G meat Pe 
; WO ig) 


STREET 


ADVERTISERS > f spect t 
GOLFING wo intzre vested (p = Ww 


E.W. BAKNEY. ME 


RESPECTIVE 
CAP AINS, 


PAT AULD <s 
l Advertisers and Agents 


MILNE 


* 


»> 
AN IMPRESSION 
OF 
P. AUSTER 


CRICKET £ OH YES, best ! 


It was a record day for NABS at the Two Freds cricket match at Hurlingham la 


Club 
passed, and the total lt be im the region of £1,750. No 
wochnny CSarew Milne "ence his bead off! Advertisers and Agents (228 for 7 dec.) beat the Press and Print 


team (180 all out), and it was all filmed by Younger Budget Films Led. 


wonder Mel caught Fleet Street Column 
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Thirty Club 
ieieetieetinentinmmneninement 


A. S. Faller is new 
president 


S. Full formerly 
of the Thirty Club 


suc 


hon 
s now 
Norman 


SION to 


vice-president 


now 


Personal, page 
» 


bal 
-_ 


Andrew 


Oughton 
hon 
sure 
the committec 
comprises Gordon 

M. |. Buxton, John 
Swart McClean, Stuart ander 
I W. Needham, George Royds 
Simon and Herbert Tingay. 


4. S. Fuller 


Boggon 


Georg 


Aldwych 


Drive for new 


members 


The new com 
wych Club, under th 
of F. Howard Po has decided to 
reduce subscriptions for most t 
gones of new nembers 
under 35 will pay much less 


li be Under 25. £2 


« of the Ald 
chairmanship 


provincial members 
itside London) 
ts. Od 
< and bar will 
an hour later. until 
except when cocktail parties 
en booked. when the bar 
p.m. Snacks will be 
S$ until 7 
ure mM support of 
members in order 
' Club's financial 
position 
* 
The chairman of the Publicity 
Club of London, Ivan S. Luckin, 


has been bereaved by the death of 
his mother. Mrs. Edith M. Luckin 


Leoester Evening Mall photo 
Leicester 
———— 


Brains trust 


Members of a Brains Trust (sce 

above) at a mecting of the Publicity 

of Leweste:r. were t M 

Street & Co.), W. Bowles 

A. B. Clamp (Lewis's), 

t (Nutt & Stevens), with 

ray Pollock (De Montfort Knit- 
tine Mills) as chairman 

Questions included : Why is adver 

tising agency work always such a 

ush and scramble? 


Regent 


Group members 


The following firms have joined 
Regent Advertising Club under 
revised group membership 
Everetts Advertising Ltd 

sson Lid... Cecil D. Notley 

ng Lid.. and C. & BE. Lay 


gencies have renewed their 

group membership of the club 
They are: Napper, Stinton, Woolley 
Allardyce-Palmer Ltd.. Mather 

Ltd., and W. S. Craw- 


Manchester 


Education policy 


Great stress upon the cffect which 
the tightening of caamination stan 
dards lt! have, particularly in the 
inher s of education, was laid 
ducation officer 
the council of the 

r Puniicity Association 
Counci! members agreed to study 
in early discussion may 
The policy of making 
ry examinations so tough 
is a lack of candidates for 
qualifications, may have 
the reverse effect to that 


required was suggcsicd 


ADVERTISER'S WEEKLY 


A. P. Herbert to write for 
Christmas Number 


IR ALAN HERBERT has accepted an invitation to 
contribute to ths year’s Christmas Goodwill Number of 
ADVERTISER S Wi tKty, to appear on December 18 


He will w 
vertising then 
be the highligh: 

tllany of sa P 


ses on an ad 
these will 
the tradmonal 
or comical 
! cartoons 
ntroduction, 
<ot he ranks 
supreme among Krish humor 
ous writers. All » have read 
with delight his co butions to 
Punch and othe urnals, and 
have enjoyed the racy humour of 
his books and plays During his 
vears in Parliamx 1s an Inde- 
pendent Member he won many 
admirers by his sturdy common 
sense 
Features are als 
missioned from ot! 
writers of high 
@ Another n will 
he a humorous 
contributions the publi 
city clubs Lacan provincial 
club has been ashed to submit 
cartoons stort and verses 
nbers, and u 
club will be 
issue. Al 
ready the idea has been greeted 
with enthusiasm 


being com 
humorous 


feature 
selection of 


from talented me 
is hoped that ev 


represented in thy 


£5 5s. Od. for your 
funniest story 


have 
them 


of funny things that 
actually happened to 
to their friends 


Street, London, 
E.C.4), not later than Novem- 
ber 1. Envelopes should be 
marked “Story Competition.” 


INDIAN SOCIETY 
IS FORMED 


Formation of the Indian Society 
of Advertisers—based on the 
same lines as the Incorporated 
Society of British Advertisers 
has been hailed as a major event 
im the history of advertising in 
India 

Members include al! the 
ing national advertisers, 
P. G. Rose. of Burmah-Shell. who 
was unanimously elected chair 
man at the inaugural! meeting in 
Bombay Their total stake in 
the business of the country was 
enormous. he added 

Advertisements had come in for 
taxation in some of the States. 


lead- 
said 


‘Radio Times’ shows how ads. pull 


A single insertion of a one-cight 
page advertisement in the Radio 
limes pulled 24,204 replies, at a 
cost of just under Sd. per reply 

This is one of many striking facts 
hacked by graphs and analyses. in a 
new hooklet produced by Radio 
Times advertisement department. to 
prove the pulling power of adver- 
tisements in that journal. The ad 
vertisement. placed by Chas. F 
Hieham, Ltd. was for Lifeguard 
Paints 

The first of many similar examples 
given m the booklet is the single- 
nsertion quarter-page that was used 
to announce the Advertising Crea- 

Circle's £1,000 ERP 

The “hfe” 

limited by 
of entry for the competition 
27 days, and it pulled 3,649 


replies Clifford Bloxham A 
Partners were the agents 

Extensive analyses of peak periods 
of replies at various stages of a cam- 
paign are given, the conclusion being 
that results appear to be much the 
same no matter on what day of the 
week the advertisemen appears 

A number of testimomals are re 
produced 

The last section of 
describes the Radio Times Trade 
Scheme. by which, to ensure that 
retailers keep an adequate stock of 
an advertiser's goods. the Radio 
Times books space. free of charge. 
in his own trade papers. A number 
of ilustrations of this scheme in 
operation are provided, as well as 
» list of more than a hundred adver 
tisers. many of them national, who 
have participated in the scheme 


the booklet 


OF ADVERTISERS 
IN BOMBAY 


and the in 

cidence of 

such taxa 

tion fell on 

the adver 

tisers and 

indirectly. or 

the con 

sumers. The 

LS.A. would 

subject 

every one of 

such taxa 

tion mea 

sures to close 

scrutiny and 

. see that the 

P. G. Rese burden of 

such taxation did not become a 

deadweight on trade and industry 

There were one or two matters 

in regard to which the Socicty 

would soon have to make suitable 

representations to the Govern 

ment. One of them was the grant 

of special concessional postal 

rates for advertising materia! sent 
by post 

Advertising technique to-day 

had developed to such an extent 

that it represented a separate field 

of study, Mr. Rose said. Indian 

Universities, which had recently 

been taking some interest in com- 

merce and journalism, could make 

soMe provision, in co-operation 

with the 1.S.A.. for courses in ad- 
vertising 

Pothen Philip has been ap- 

pointed executive secretary of the 


Society 
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G. A. T. Burdett joins "4" Dormtes Dell has joined 


KHY @5 an ac ccount exe- 


iw handle 4 t 

ol » “ESINCSS al 

H rt »phane as jon off He has held 

- publicity manager a = 2 he 
cency and with W. § 

G . ! Sweet h d Hok ‘ 1 Lid and his services 

pha d tained as consultant by 


: LW. Briddon, who f departmental stores du 


utt t depar (See The third annual conference of Young & Rubicam’'s European associates 

: Mr. Burd “ t pons! Mainly Personal Pate sh). was held in London ek to discuss the promotion of Sanfor, the 
‘ f { “. pu put luropean trade mark « is known in this country and America as 
la nd p H David. Baptie ret e as foot Sanforised. Pict r¥:: he we (left to right): (back row) BR. Dowling 

wa f manager of the North Cluett Peabody & Co., York), S. Schofield (Cluett Peabody & Co.), 
i j id , & h Rubber Co. Lid He G. D. Bryson (Ne mung & Rubicam Lid., London), HW. Uitzig (Heberiein & 


dj Pp n th del by Arthur Broady, (6. Switcerland), P. K. Wobbeab (1.M.4,. Milan), 3. Carpenter (Young & 
j iw f » district sales manager a Rubicam. London), W.. Marechal (Agence Marechal, Brussels), T. A. 
f EDA. s M hester, - Reynolds (Young & Rubwam. London), M. Nelson (Cluett Peabody & Co., 
R s diploma. H ft ¢ Pp i New York), J. Martelliere tornes Elvinger. Paris), R. O'Hea (Young & 
London ft ' 1 1945 f t Jas r wi Rubicam. London). Front row, De. Hebertein (Hebericin & Co., Switzer- 
* lease from the RAF oun tt pa ower is new ved). G. Kartetrom (Her A & Co., Stockholm), Adolf Wirz (Adolf Wirz 
4 dito viall of , j j Reklameberater, Zurich), W eumanna (/feumann Webegerellschaft M.B.H., 
ip 1 f wing a period as Caplin copy chief Frankfurt-am-Main). Wan W. Hend (Han W. Hund & Co., The Hague), 
put . ficer witt h Juspar Powe: has joined R. § F. Flvinger (Agence Elvinger. Paris) , 
Plessey pany Was apy d ( Lid. as copy chef. Origin aie —— 
put g to tb Dowsett sleet on the Irish Times 
Group. Immediately 5 ; f P { advertising as a junior Johan Croxsoa, of 5S! s Press D. L. Burton has joined Gordon 
i" phane, he w with Serv Ad P with J, Walter Thompson Division, leaves for A ia on & Gotch Advertising Ltd. as a typo- 
: Company Lid., hand . 1 years with Graham & October 11 to fulfil an 1% months = grapher Previous ¥ he was with 
{ a f mpames im tt G hen senior copywriter ut assignment in Melbourne Erwin Wasey. ‘ 
and d held He a it nd, laturly, group head * * 7 * * * : 
f both the Incorporated Mather & Crowther J. R. Baltz, enterta nts and Leslie W. Berrill, chairman of 
Ad ng Manag A S80 n i w art director, Marews H. publicity manager ai Paignion since Gordon & Gotch Lid.. and Gordon 
3 ud the I # Public R Titton, ted his career as an arch 1924, is to retire at the d of the & Gotch Advertising Ltd., left by 
: d fh associate member of tt draughtsman, and later month He helped to build up air for South Afriia on Monday. 
In of Industrial Admin d der the Austrian designer, Paignion’s reputation as family He will spend ten weeks at the head 
{ R I » He served with th resort office and main wholesale houses of 
4 * * - K AF. during the war, joining Cap heb y - ae . * ee oy! > - ong 
: - s ‘ +46 as a general artist. He a C. a ss been ap will also visit the cad office of 
o. ye ae = - d the rad tion of senior pointed advertisement manager to Kingstons Ltd. in Bulawayo. In 
& (Loadon) Lid.. sad W : for some years prior to Motor Sport. He was for y pub- addition to discussing trade pros- 
- €.. & ¢ (Display) Lid. H sent appoitment as art lic relations officer to a large engin- pects for periodicals, books, station- 
. ‘ Range gn AD = ae { ering concern in the Midlands. ery and consumer goods, f Mr 
( Sch tH . an * * - * Berrill will study current South 
iio ta to ae gon Cth Tom » Heppet relinquishes, at his H. Muir-Hardinge, adv ertisin African advertising trends at the 
° | ( ’ he ae ning beady appointment of art nanager, Ford Motor Ce iny o South African branches of Central 
Af wo y s in the Roval Army 1 he S. T. Garland Adver India 1 td. nee been clected to both Advertising Ltd.. the C.N.A. sub- 
( ne teen weie slcied ‘ e Ltd. in January. H he executive council and naging sidiary and associated house of 
: { , ; as @ stud t th devote more time to work ommi of adver ’ ormed mS —_ meen te Ltd 
by , Print P vce visualiser and artist Indian ‘Society of v : 
; be ; My - ol of Printing and = 7, ; Ae x i! «4 r. be * _ Recent additions to the staff of 
{ he agency as a consul! G. * deck) Cade, : representa- Studio Seven Ltd. include Douglas 
> ative work ve a a number of » . who Micklewright and Stanislaw Harper, 
F Wedding bells for * * * retired in favour of his son L. A. who now becomes chief lettering 
Ray Nash celebrates this week Cade in 1949, and en ted to artist. 
F. Ww. Jefkins ‘ s’ working association Tasmania, has now decided return * * * 
, Dudley Turner. to this country Merchandise director ane general 
. The marriag k place on Satu _ manager of Selfrid We 
day between F. W. Jefkins and M Gilland has joined | poard of 
' Kee at the Congres , . ~ Lewis's Lid., semaining a director 
Church, ¢ ydor Last May M F ~ of Selfridges Cc. T. Kenworthy, 
h general managcr of Lewis's Ltd., 


Birmingham, will shortly be leaving 
to take up the appointment of 
general manager, Selfridges Litd., 
London. He is being succeeded at 
Birmingham by G. R. Hirst, general 
manager, Leeds. 


ey Seiten 


Memorial service for the late Sir 
Harold Harmsworth will be held at 


ad d th t St Dunstan’s-in-the-West on 
wh he is lecturing on the D.A.A Wednesday, September 24, 
und the 1.S.M.A. courses ‘ ‘7 Burdett Michael Samuel H. Muir-!) ordinge 12.30 p.m 


To COVER thoroughly prosperous COVENTRY 


LEAMINGTON SPA, WARWICK, RUGBY and NUNEATON 
see that “The Coventry Evening Telegraph” is included 
in your schedule. 
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Features that pull —9 
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It is easy to be funny at the expense of a film. It 
is much more difficult to make a balanced criti- 
cism readable. But it is generally accepted that 
Campbell Dixon does just that. It is a pleasure 
to read the Monday film notes. And afterwards 
you realise that you know which cinemas you 
want to go to— or keep away from. Very likely, 
too, you will have in your head one or two 
erudite and witty phrases which you may be able 
to pass off as your own—if you can find a suit- 
ably appreciative listener who is not also a 
reader of The Daily Telegraph. 


Che Daily Telegraph 
is the paper people trust 
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‘Dy hae i. .. ia THE TIME TO 
ynamite’ wanted in bid ADVERTISE 


. 
‘-— *4> * k > The buyer's market Whict 
for overseas markets > weder fied 
er Of a well-advertised : 
There is mo market in the a Pasa adv antag go a 
world where the British manuw le in In ts it les. journa 
facturer, assisted by efficient © | he | t ast: My Asaoe at "Oo 
salesmanship, canoet put up a { , wnond Satie 
better show than a foreigner wet er ees ee , 
was che declaration of : rad “Wi diaieen, 
Mancroft. new ected ' ; ; a, for uitous 
f the Lond r j : ¢ rr @ and sup 
' “ . . " ‘ n ive to COoOnso, 
— ~~ Mai i , . : newly \established 
he nes gat a J pestieeFor give grovnd to those 
ne : Who-bave served the market con 
juecried. however whether pga ped well | an 
was producing 
Scvera firrns 


nduc 


sraued that per 
} slumps” as the 
years ag When 
wou ! ive “4 “ur mt i sles. slew 
: . { “ ! ver ng could 


‘Wool Time’ va Crawjend Lak prove its worth 


arouses interest overseas 


The meet { the European the « ot Emar Cohn 
t Market of th I sh statistical 
sinore depar ’ ended by lead 

ntat from Govern 


bh 


artisiica he ral 


usiness 

Y was de 
tailed discussion on 
{ . ne 


' s } “ 
vely cing | 
hack-Hanssen (Norway) and 
H. Durant. A very lively dis 
m followed 


Cost of International 
research work 


The final session 
use ol anels, an 
by a very witty d 


acser 


search 
nterest 

Con 
s10On on 


Films and feet 
fuced bs the ( W S. film ck dvertiting ided a 
s file illus ch ape " i} 


research 


1 cam- iy 
tvertise » 110 
corresponding member 
us spec side Europ n such countr 
n under as India and Australia 
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= 2 aay lord Mancroft said. “we must i which bears his name in Cardiff 
. \ nsive , that we ce t writ iding He 
be for the new N i¢ "Ne he right qu ft 
: %, White Ra wh ¢, at the rig allied’ 
= pare he with a tu ’ aht price I und 
7 3 fa / ? / ‘ seas buve 
as Se ve Nose 
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sales courses ; ght language. It was no ulton research tee nique 
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This typical drawing by 
Topolski was one of a series 
masstoned by Stuarts 

t kortrum and Mason 


t is somewhat ironical that advertising, a 

constant target for the purists, has become a 

patron of modern art By purchasing the 

work of unknown designers and illustrators, 
courageous and progressive advertisers have replaced 
the wealthy noblemen who encour wed young painters 
and sculptors in more leisured davs 

For more than twenty-five vears one of the spear- 
heads of this advertising avant-garde has been Stuart 
Advertising Agency Among the many artists who have 
been invited to help Stuarts from time to time are, for 
instance, Graham Sutherland, Paul Nash, Edward 
Bawden, Barnett Freedman, Ben Ni: holson and Barbara 
Hepworth. And who can forget the famous “Shell” 
advertisements by the late Rex Whistler or the drawings 
by Topolski commissioned by Stuarts just before the war 
for their clients Fortnum and Mason? 

As a matter of fact, it was an admiration for the pro- 
gressive approach to advertising which brought about 
the growth of Stuarts in the first place. At that time. in 
1924, Marcus Brumwell was advertising manager for 
S. F. Edge of A.C. Cars. One day he came across a 
booklet which had been produced by Stuart Menzies for 
Fortnum and Mason. He admired it so much that he 
wrote to Menzies congratulating him. Their subsequent 
meeting led to the development of Stuart Advertising 
Agency. From the first day the aim was to obtain the 
help of the best artists and typographers in making 
advertisements to catch the eve of the public, and there- 
tore to achieve the desired results. Stuarts have never 
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Mw ublicity— 


Patron 


wavered from that path. A perusal of some of the work 
they are doing today for Courtaulds, the Army and 
Navy Stores, Roval Festival Hall, and others brings 
ample evidence of this. 

Stuart Menzies retired from advertising just before the 
war but Brumwell is still very much in the picture, In 
a refreshingly modern office with furniture designed by 
Ernest Race, with the latest poster by Hans Erni framed 
on the wall, with a rostrum leading out on to a roof 
garden, you'll find Brum, more often than not in his shirt 
sleeves, resplendent in a gay tie with braces to match 

He is a warm friendly character with a tremendous 
enthusiasm for everything that interests him. He 
believes in the exceptional ability of his collaborators, in 
the advance of modern science, in modern design, 
modern poetry, modern music and modern advertise- 
ments. He believes, too, in keeping everyone in the 
picture. He may be Managing Director of the agency, 
but policy decisions are taken by the staff as a whole not 
by himself alone. At Stuarts everyone from the office 
boy upwards has a say. And, in passing, one might 
mention that, Brumwell, and the agency as a whole. 
have an enthusiastic belief in the value of the Sunday 
Pictorial as an advertising medium. They were con- 
vinced, no doubt, by the following facts:—The Sunday 
Pictorial, with an average weekly net sale of 5,046,640, goes 
into millions of homes all over the country on the best adver- 
tising day of the week. Advertising in the Sunday Pictorial 
ts very economical too. Its square inch per thousand rate of 
.71d 1s only 10.9%, higher than in 1939. 
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Brighton 
bread 
battle 
A bread battle is being fought 
in the advertixement columns at 
Brighton 
Local Dakers are « perating 
. “4 ' AD eis s sales 
Prank Ogd 7 gular ad 
tim t HK AgodH 
Herald i ad t ca 
bakers adve als \ once 4 © Nisbett, managing director of Illustrated Newspapers. presents the cup to John Grant at the Royal 
forall t y ! Pirate wa Mid-Surrey Golf Club, Richmond 
suggesicd y vw advert EE - - —_ —__——_ ‘SPHERE’ GOLF 
ment department of e Ar whi r = . 8 | - 
| tor Woes ee Sereen ads. ‘sandwiched’) — MEETING 
a sdvised sdvantages of jc The directors of Illustrated 
*) 4:5 bread : h 4 4 Newspapers, proprictors of The 
“\¢ This therne s now being in ome tips series Sphere, held their annual invita- 
™ developed in a series of adve tion golf meeting at Royal Mid 


‘ Screen advertising will shortly PrererrTrrirt tee 
aes: mamecalionny renting Wein’. Cations hal have the novelty of regular audi- 


ence participation introduced to it. 


Surrey Golf Club at Richmond 
This event has taken place 
every year (excep: during the 


Selling circle 


2 pre Gerard Holdsworth Ltd. are : Th fol T. ss quod & war) since 1926, and many 
«ee mut to form Screen Audiences 3 nen Be oli gs tisine prominent figures in the publish- 
: we Lid. to explonw “Tips”—a new Halk eel meager sitagg hes . ing and business world gathered 
ae film senes, which will be distri When someone stops buying at the Club to take part in the 
y ited approximately every six to : Someone stops selling medal competition for - Sphere 
Vou, cigt weeks in 1,400 cinemas + When someone siops selling, challenge cup 
bake, hak { ving seven million cinemagoers Someone stops making This year the cup was won by 
™ sally Each issue of “Tips” When someone stops making John Grant with a net score of 


70, while J. Kingston was runner- 
up with a score of 71 The 
Sphere prize for the best score 
under handicap for nine secret 
holes was won by J. K Jessup. 
On the same day R. Bett and 


fivided by the insertion of tips We SOON: OSS LOTERD 
Someone stops buyin 


i w arry three advertisers : Someone stops earnir 


okery, fashion gardening o 


: : i i household hints There will be seeeeecereserereeeeeees 


r prizes of £25 each per series Sil i 


’ est tips submitted by the 


c "Bets ls of the compet years of public ity G. P. Jackson took first prize in 
=) P, 


the two ball bogey foursomes 


1 Ww be d aplayed n cinema : 
vs foyers. Seventy te * of film w A unique exhibit = s — with a score of “I up.” 1. Lyon 
j yead . he allotted to each advertiser, 50 uoticity im a : . unng and L. O'Farrell were runners-up 
b ’ ! d { { y f wT 


f 
j f to each tip. Normally, only he net 3.000 ars — hese The prizes for all the competi- 
gies . { out of the ten winning tips dt ckholm on Tuesday. October tions were distributed by W. ( 
eal r will be screened. The total foot , oer . Nisbett. managing director of 
1 . ve will therefore be 360 feet or The exh ~ on s "G ew th Illustrated Newspapers. Norman 
; Cesar: | C000 . RAMADAN Manes. tonnes. carmen ninutes screen time nee en ‘a te i : te aa Moore cha rman of §. H. Benson 
| Tips” has already had a secret pagandca hak ' i ad h 4 Ltd.. on behalf of the 68 guests, 
he ' . ‘ . 
sements bordered by < names ee clients of Lintas Lid - a 7. atcned expressed thanks 
nto the 
f local bakers support to a test issuc ' rt c noes ociated _— A Sa 
‘ « s f ¢ V$paper 
Some of < gans are idence reaction tests wer ' e 
tt Sarket Research deveted to ad sing.” started ag oks in 
s sol’ esta a tion 1 a “by Théophraste Renaudot im the 
, hus af ineste ganisation i ‘ ridge 4 R , i] 
f rly entury, has lace o ry 
Me * é ees i Results showed a very high per ear! 7 - ury as its place ya nurse 
: f t he wa centage of memorability Over os hg —_—— = —_ Bayard Publicity Ltd., Manchester. 
4 shour S cent of those questioned : : = is handling advertising for Toddies 
» 1) new { wrectiy both the pro esent is repress 1 by the Press, a newly-formed company 
— : oe hice aan ton hilet packaging and publicity specialising in the production of rag 
j ww dena 4 s off tw and the brand, whilst ove : - by : ‘ ' 
ob ry lw Pack ng and books y means of which young 
colou rod f each adver ent remembered the mes > Stites way. tone non egy Tete 
: - a ines ot at the tafos t hicrt divisions vc SLT children learn certain lessons 
nent f wr 1 is display ‘ per cent of , we Ee Printing Corporator These lessons are taught through 
: ’ e loca! bakers ps ints expressed a : favourable he medium of the books’ chief 
iPpreciation of the idea of hints C 1 J ° character * small boy called 
si , M k . s li . f ’ me coniained in this test anada s first T xidies, and subjects include such 
gn akers dinner f x) nt expressed favour a titl “Toddles Says the Lord’ 
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‘ response during the five . ' 
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: d October V1 - | run < Ss tN I id mared by the Mont fice of the books, Queen Elizabeth ordered 
Th natior presiden rT i : - a Screen Audiences Lt sdvertising agents, Vich & Ben- copies for Prince Charles and 
: Obden, and preside vf the | : the first edition of “Tips son, the programme w 1S minute Princess Anne and recent delivery 
h nd Chesh branch, and of ext January, they can expect to live’ show Sp Oi was of the latest editioa of the series to 
b Hirminghan ind =: Midland eceive upwards of 10,000 entry Genereux Motor Lid ord and Buckingham Palace completed the 
h. will attend forms each week Monarch dealers in M eal set in the Roval nursery 
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CIRCULAR DISTRIBUTORS MADDOK MOUSE, {15/2 ROUENT STREET, LONDON. (RBOE 


REGENT STREET, LONDON. REGENT 1081) 
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THE Alm WAR IN KOREA 


ews OF HOME EVENTS 
& Sere te Peter 


Investigation shows that 

EVERY WEEK THE SPHERE 
PUBLISHES NEWS 

sends The SPHERE over- OF WORLD-WIDE INTEREST 

seas after home reading. Many of the finest goods and services this country has to offer 


are advertised in The SPHERE. These experienced advertisers 


one purchaser in three 


to reach with certainty, a responsive audience with high purchas 


In addition, direct subscriptions pro- 


feasional. official. and industrial circles take ing power top management in official, professional, and 
The SPHERE each week to every important intnstates ain — 1 he ae a ser Oe. Wom mae 
asitienitii the Wal 4 SPHERE penetrates this influential audience as a powerful 
ambassador — Use it NOW for your advertising an- 


nouncements. 


FRANK DUNN, ADVERTISEMENT MANAGER, 
INGRAM HOUSE 196-198 STRAND, LONDON, W.C.2. TEM Oana 


The wiz pages reproduced above are from a recent saue of The Sphere MANCHESTER: 4, CHAPEL WALKS, (MANCHESTER, BLACKFRIAKS 4)09) 
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| MILLIONS for As 


NEW RESEARCH REVEALS COLOSSAL 
_ SPENDING OF “DAILY HERALD” FAMILIES 


This week the DAILY HERALD publishes the first Report from its new survey on 
the buying habits and purchasing power of DAILY HERALD families in relation 
to certain mass consumption commodities. . 


This report shows that DAILY HERALD families spend every year 


£10,100.000 
| BISCUITS 


One of the important facts recorded is that DAILY HERALD 
readers buy more Biscuits per family per annum than do the 
readers of any other national daily. 

The HERALD family market totals some 6,750,000 men, women 
and children. Half the homes in that market have two wage-earners, 
and those wage-earners are more than a third better off, despite 
living costs, than they were in 1938. 53% of DAILY HERALD 
readers see no other national daily newspaper. 


DAILY HERALD 
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WERTISERS. 


2 gNatl- 
HisaldCovnianil Report 
ee BISCU TS 


The first Report in this immensely 
important new Survey—Biscuits 

has been despatched to adver- 
tisers and agents. Further copies 
will gladly be sent, on request. 
Other Reports will follow. 


t 
-¥ ~ Pe 


HULL, ADVERTISEMENT DIRECTOR, ACRE HOUSE, LONG ACRE, LONDON, W.C.2 
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STEPPING UP 


la the experience of most busi- 
newes there comes a time when 
sales flag, unsold goods pile up. 
competition grows tierce, and 
profits shrink 

Some face this test of their 
efficiency, for so it should be 
regarded, to-day. What should 
be their advertising policy’ 

Should advertixing be curtailed 
in an effort to cut distributive 
costs and maintain profits’ 
Or showld advertising be 
strengthened in a drive to 
overcome sales resistance? 

bindings of “ Advertiver s Weekly” 
Survey of Appropriations, pub- 
lished this week, leaves no 
doubt that most advertisers 
favour the latter course. 


® Boldness needed 


This policy makes sense. In the 
hubbub of the market place, 
the loudest and most perwwa- 
sive voice commands attention. 
beebler cries are drowned by 
the din. 

Hat there is more to it than just 
increasing the appropriation. 
balling of stagnant sales may, or 
may not, be due to bad or 
insufficient advertising, but one 
proven remedy is to advertive 

more » iifully. 

Diticult markets may call for 
new copy, fresh presentation 
Changes in sales promotion 
technique, in media, may be 
needed. the situation calls for 
boldness, imagination, readiness 
to experiment 

Some advertivers, and some 
agents, are tow stereotyped, too 
conventional, in their thinking. 
Where this is so, they must 
jerk themselves out of the rut. 


No surprise 


Another trend confirmed by the 
Survey is that a bigger share of 
many appropriations will go to 
the newspapers. his was ex- 
pected. Space shortage no 
longer artificially restricts, as it 
has done, the volume of news- 
paper advertising 

his should NOT be taken to 
mean that other media, such as 
magazines, are out of favour, 
or that their advertivement 
revenue will fall. What is likely 
to happen is that newspapers 
will get more of the money 
where appropriations are bigger 

Larger spaces, greater frequency 
of insertion, will make posible 
the domination and = repeti 
tion that ensure successful 
results. 


Fashion's first. 


Serremark 18, 1982 


Introducing GUEST COLUMNIST, a new ‘A.W.’ feature. First contributor 


is CECIL H. KING, chairman and managing director, ‘Daily Mirror,’ who says— 


‘Ad. rates are too high’ 


— casing of the newsprint 

ply position is going to 

‘ long overdue shake-up 

sivertisement rates The 

swe-sellers) market will col 

A prse A space-buyers’ market 
placing it 

' : newspapers Mean more 

‘ t nem space, which in 


ins m 4 freedom of 

for advertisers In this 

“ jathon. newspapers and 
iu <s Will no louger be able 


ae monopoly prices for 


Media which have been charg 
g U five times the square 
thousand rate of 19359 


in aciual Case) will have to come 


flown to earth 

They have charged all that the 
traffic will bear and it is clear that 

w th rathe will bear a great 
Jeal | 

lo istrate my point, | have 


had a imber of media costed 
of fractions of a penny 

square mch per thousand 

wth for befere the war 

1% and for to-day. Some of 
war figures are based on 


nates from independent 
of wheh | have no 
eas to doubt the accuracy 
I ok at these & stings is, J 
hink, instructive, 


* * * 


Taking four of the leading 
sat a vewspapers —the Daily 
vicrror, Daily Express, News of 

« World and the People—one 
ial (her present rates vary 
trom 43 to -79 pence per square 
noch per thousand. Three of these 
papers have increased their square 


ch p thousand rates by less 

i S per cent since before the 
wa 

Against the well-known back 
ground of fabulously increased 
ews it prices--which have so 
tar decreased only fractionally 
and heavily increased wages 
ind production costs in the news 
pa wiustry, these current rates 
ind the ncreases since 1939 may 


% accepted as reascnable and 


K can anybody say what 
feation there is for popula 
4) newspapers with square 

“«r thousand rates of fron 
pence?’ There are as 
is SIN un this price bracket 

What stification is there for 
iscs OVEr pre-War ranging up 


And us w only the news 
papers. | pote that rates for some 


of the leading magazines in the 


Why do advertisers 


services to Europe 
Near East (this colu 


like being so succe 


they will be extend 


Packaging is to ; 


Suggested increase 
postage rates will be 


mental effect on d 


eased to have whatever truth 


ec ained. Nowadays 


¢ harassed suritax payer with 
i pons lies 15 Me mnger 
« 4 eS sg spec 

More than a year ago, | believe 


was the case tha 7 per cent 
television sets were owned by 
ischolds where the chief wage 
rner Was earning less than £650 
To an ever increasing extent, 


he manulacturers of expensive 
commodities are thinking in terms 


the multi-incomed working 


ass home where there is often 
far more loose money to spend 
than in the ancestral castle. So 
the high square inch per thousand 
ste based on a madership of 
jewelled dowagers ts as out of 
date as the family barouche 


In future rates wiil have to be 


based. on the value of the mass 
market. which is rapidly becom 
ing the only marke. 


Specialised publica*ions will of 
urse always be able to 


aim a@ speciai price but media 


ealing to the man in the street 
have to come to a basic 
momic level, with reasonable 


istmernts for special positions, 
/ 


iW soon 

How soon will al 
The answer lies in the hands of 
the advertisers and their agents 
They have every righ’ to expect 
sound value for then money. It 
rests with them to see that they 


To-morrows TOPICS 


@ Nation - wide advertising 


| this happen? 


schemes are being planned 
to take advantage of the 
improving home market for 
textiles. Copy will stress 
quality and new ideas, with 
a Coronation colours tie-up. 
Chocolate “war” is develop- 
ing on Radio Eireann. Fry- 
Cadbury and Urney's 
Chocolates are already 
established commercial 
broadcasters in the Repub- 
lic Now a series of pro- 
grammes for Rowntrees is 
being recorded in Dublin 
Coronation year will see a 
big publicity push for 
soft drinks of American 
origin. Emphasis will be on 
brand names 
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Here are the official Coronation symbols as specially issued by the Council of Industrial Design. 
They can be used without restriction of copyright by anyone in the United Kingdom or the British 
Commonwealth on payment of £1 to the Council of Industrial Design, Tilbury House, Petty France, 
London, S.W.1. 

City Display Organisation is proud to give publicity to the newly-designed Coronation symbols. 
Incidentally, we are already preparing decoration schemes for a number of our clients—our Accounts 
Executives will be happy to call on you with a folder giving some illustrations 


City Display Organisation, Exhibition Works, 30, Uxbridge Road, London, W.12. SHEpherds Bush 1281 
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CAPITAL 


| FEeEttows- | 
' these readers | 
sy of the 
o£ 


INVESTORS’ 
CHRONICLE 


—they put up the money tor 


industry—and for things for § 


themselves as well... 
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Annual Survey of 


ADVERTISER'S WEEKLY 


APPROPRIATIONS 


Spending Next Year 


ADVERTISERS PLAN BIGGER SHARE 
FOR NEWSPAPERS OUT OF THEIR 
EXPANDED BUDGETS 


During the coming year, advertising expenditure is again 
likely to increase, and at approximately the same rate as it has 


done since the war. 
This is the outstanding 


trend revealed 


by this year's 


ADVERTISER'S WEEKLY Survey of Appropriations. 

Main reason is the need for harder selling in a growingly 
competitive home market. Advertisers are also budgeting for 
higher rates than those obtaining a year ago, though it is hoped 
and expected that rates will fall before long. 

Trends in media selection refiect the greater availability of 
newspaper space. Newspapers, at the expense of periodicals, 
will take a somewhat larger share than hitherto of the total 


press allocation. There will also be a small, 


but definite 


weed in the proportion of total advertising expenditure allo- 


cated to the press. 


HE Survey clearly indicates 

that, unless plans are upset 
by unexpected developments, 
Coronation year should be a 
prosperous one for the adver- 
tising business. 

A year ago, though advertisers 
based their plans on the assump- 
tion that there would be sufficient 
goods to meet demand, this was 
by no means certain. No one 
could forecast with any confidence 
the effects of the re-armament 
drive. Shortage of raw materials 
was reducihg output in some in- 
dustries, and threatening to do 
so in others. Mr. Butler's first 
Budget was expected to enforce 
dire austerities. Curtailment both 
of purchasing power and of 
consumer goods for home con- 
sumption, to free productive capa- 
city for re-armament and export, 
was the declared policy of the 
Government. 

Consequently, though last 
year’s Survey showed a prospec- 
tive increase in advertising expen- 
diture, the forecast might well 
have been falsified by events. 


In fact, the austerities expected 
have failed to materialise. It has 
become clear that, while export 
and re-armament must remain 
priorities, their priority cannot 
be enforced at the cost of starv- 
ing the home consumer goods 
market. While potential demand 
has fallen, because prices gener- 
ally have increased more than 
effective purchasing power, goods 
have become more freely avail- 
able. Exports to certain coun- 
tries, owing to shortage of ster- 
ling, have been = drastically 
curtailed, and exports thus frus- 
trated have been thrown on to 
the home market. Prices of many 
commodities, other than food. 
have apparently passed their 
peak and at last started to fall. 

Manufacturers to-day, in many 
industries, find it imperative to 
sell overseas harder than ever, if 
their products are exportable. and 
to sell harder than ever at home 
if they produce consumer goods 
for the home market. Only thus 
can they hope to keep their fac- 
tories running. 

For the year ahead, therefore, 


Need For Harder Selling Will Boost Ad. 


many advertising budgets are 
being increased 10 support com- 
petitive selling at home and 
abroad The Coronation is also 
expected to stimulate sales and 
thus to justify bigeer advertising 
expenditure 

To assess the value of the 
Survey, it is necessary to under 
stand the method used to obtain 
the information it contains 

Each vear a questionnaire, 
asking, in strict confidence, for 
a detailed breakdown of appro- 
priations for the coming year, 1s 
sent by ADVERTISER S WEEKLY to 
about 1.200 national advertisers 
Experience shows that over 100 
can be expected to reply The 


composition of the sample 
varies from year to year 
Some have not by August, 


when the questionnaires are sent, 
formulated their plans for the 
coming year. Others decline, even 
in confidence, to reveal their 
plans in advance 

All that is claimed for the 
returns is that they do constitute 
a sample from which broad trends 
in advertising policy and media 
selection can fairly be deduced. 

This vear returns were received 
in respect of 109 advertisers. Al- 
though this was slightly fewer 
than a year ago, the expenditure 
represented was as high or higher, 
for a larger proportion of big 
advertisers, spending over £50,000 
yearly, responded 


Analysis of 

the sample 

Advertisers were asked to state 
the range within which their 
appropriations fall 106 com- 


plied, with the following result: 
Over £100,000 il 


Of the total of 109 returns, 74 
came from manufacturers of con- 
sumer goods, 20 from manufac- 
turers Of capital and semi-capital 


goods, industrial materials and 
services, and motor vehicles, § 
from insurance companies and 


banks. 6 from providers of sun- 
dry services, 3 from retail stores 
and mai! order houses, one from 
a trade association 

From these figures it will be 
appreciated that the returns are 


sufficiently representative to war- 
ram the claim made for them. 
Asked whether they proposed 
to spend more or ‘ess during the 
coming year, and by what pro 


portion, advertisers replied as 
follows 
Will spend more 51 
Will spend less s 
The same 45 
Und 5 


Thus just under SO per cent 
of advertisers making a definite 
statement said they would spend 
more, A year ago the percentage 
was 43 per cent 

Of the 51 advertisers stating 
that they would spend more, 38 
gave the percentage increase. This 
averaged 23 per cent, compared 
with 28:5 per cent a year ago. 
and 25 per cent in the 1950 
Survey 

The ecight stating they would 
spend less showed an average 
decrease of 21 per jcent Only 


i.) RON NBR 
POINTS FROM 
THE SURVEY 


@ Nearly 50 per cent of adverti- 
sers completing returns say they 
are increasing their advertising 
appropriations. Average in- 
crease is 23 per cent. 

@Only eight advertisers out of 
109 say they will spend less. 

@ Product groups showing most 
prospective increases include 
beverages, wearing apparel, 
~~ rammed and motor ve- 


@ Dominant reason for stepping 
up advertising is the need for 


hard selling in increasingly 
competitive markets. 


@A higher proportion of total 


press spending will go to 
newspapers. A lesser per- 
centage will be spent with 
magazines, 


@Some advertisers are awaiting 
expected rate decreases before 
committing themselves to press 
expenditure . 
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URVEY OF APPROPRIATIONS 


th cported a sudbstania cut 
amad it thar 
the reductions were for crce 
ona 


was clear 1 cach 
reasons 

Outstanding among the produc 
groups in which higher spending 
» planned are beverages, confec- 
thonery, apparel and motor 
vehicles. 

A period of intense c« 
evidently lies ahead in the 
age feild With the tea ratior 
higher, and de 
tea firms plan to 
that 
in reased 
drinking 


ofe 


ym petit 


hever 


rationing et pected 
iiep up the 
advertiing to consumptic 


can be Since any rise 


in tea may he 


at the 
erpenve wnpetitive bey 


ifles 


erage 
and cocoa, firm 
th thes and 


planning to spend m 


such as of 
concerned w 


drinks are 


strmilar 


in order to protect, and if 


whle raise. their sales 

¢ onfectionery manufacturers 
with sugar supplies casing, 4 
budgeting for an expected increase 
both in production and sales | 
one case. the reason given [x ‘ 
higher appropriation is given a 

Increase im consumer resistance 
to higher prices.’ 

In the wearing apparel field 
some advertisers have evidently 
decided that the best way to ove 
come the consumer resistance tha 
has become manifest 
to spend more on advertising the 
products 

Manufacturers ot 
vehicles give as then 
fact that their industry is “ent 
ing a buyers’ market.” One states 


recently 


mote 
reason th 


it ow obvious that more dire 
selling advertising will be nec 
sary during the coming yea 


Overseas markets wil! receive ver 
careful attention.” 


These advertisers 
will spend more 


Advertisers increasing thei ap 
propriations are in the following 
product groups 

Reverages (7) 

Apparel! (6) 

Confectionery (6) 

Motor vehicles (5) 

Cosmetics (4) 

Medicinal (3) 

Branded foods (2) 

Cycles etc. (2) 

Paints (2) 

Pens. pencils, ete (2) 
Banking 

Air transport 

Travel agency 

Mail order 

tron and stee! 
Flectrical equipment 
Engineering 

Cloth dyeing 

Aircraft 

Wines and spirits 
Soft drinks 

Home perms 

C ooking 
N conte of the il a 
over £100,000 


stoves 


spending 
spendine less Six ow spend 
more. Of the 2 spending 150.000) 
ro t100,000, 1 + are 


spending mor 


and only one will spend less 
It 's clear however that 
restriction of bank credit, espec 


ally as this affects hire purchas« 
facilities. is acting as a brake both 


field One advertiser 


4% 


sics and advertising in some 
who pro 
rather more 
“ ! obviously step up hi 
ling more steeply if these 
Joctons were removed 
Here are some of the reasons 
for higher spending 
Increased production. (Branded 
j 


to spend 


t 


More public knowledge of 
phyll. Increased advertis 
g¢ of competitors, (Chlorophyil.) 
New lines now adequately 
fis ited. (Pens.) 
I ase in popularity of our 
pe of product. Widening pos- 
sible market. (Cycle Equipment.) 
Additional chemical and 


sboratory by-products. (Branded 
f 1) 


Increased direct mail to trade 
New products. (Paint.) 

Increasing business. (Medicinal.) 
Introduction new products 


Return of buyers’ market. (Cook 
ne Stoves.) 

Increased production (Stock- 
nes.) 

Increased market for home 

nts. (Paints.; 

Anticipated increase in sales 
( mencs.) 

Consumer resistence Cam- 
palgn costs in new media. (Men's 
€ fonhing,) 

Increased trade (Women's 
4{pparel.) 


Coronation and Golden 
Jubilee. (FPootwear.) 
Increase m advertising 
ss (Cyeles, ete.) 
Increase in rates and more ex 
sive use of colour. (Aircraft.) 
Increased use of four-colour 
dvertisements. (/ron & Steel.) 
Additional advertising and in- 
ised rates. (Enginecring.) 
Pubhcising new products. In 
cased costs. (Electrical Equip- 
Introducing new anti-shrinkage 
! rainproofing finishes. (Cloth 
¢ and Finishing.) 
Continued expansion of busi 
(Mail Order.) 
Reasons given for 
riations include 
I omic situation generally 


our 


over- 


smaller 


M vy cessation advertising in 
export markets. (Tobacco 
( \warettes.) 

Percentage estimated turnover 
xpected to drop slightly. (Retail 
\ rr 

Concentrating on inset type of 

city rather than using space 
Med nal.) 
Sales falling. As expenditure 
ised on so much a case, pub 
expenditure must Gecrease 
‘ rs.) 

\ plastics firm and an assur 
ince company also report reduce 
IPpropriahons 

Two banks sent in returns, One 
stated that its expenditure would 
he ased because of the in 
eased cost of advertising space, 
ve other that it would spend less 
to offset the increased cost of 
luring the past two years 
f great minds that do not 
ke! 


spac 
A case 
ka 
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TABLE | HOW Ar! SOPRIATIONS FOR HOME MARKET ARE 
YEARS’ 


ALLOCATED TO MEDi\: THREE 


FORECASTS COMPARED 


Press 

Posters and transporta’ 

Signs 

Direct Mail 

Films 

Dealer Aids and Jo Advertising 


with Dealers 
Exhibitions 
Miscellaneous, including ‘dio 


1952-53 1951-$2 1950-S1 
(percent) (percent) (percent) 
73 71-5 o 
4 5-5 65 
! Nominal i 
2 a4 45 
i 1 1 
95 7S 95 
3-5 $ 65 
45 4 2 


Pigures may not add uf ¢ 
fart of approprrvatron 


all returns do not ene total breakdown allowing for wnallox at od 


TABLE [—CONSUMER (.00DS ADVERTISERS’ PRESS SPENDING POR 
HOME MARKET: 'HREE YEARS’ FORECASTS COMPARED 
(Percentages of Total Appropriations) 


National Magazines 

London Nationals 

Sundays 

London Evenings 

Provincial Mornings and | venings 
Provincial Weeklies 

Trade and Technical 

Other Publications 

Press Spending as Percentage of Total 
Appropriation 


1952-53 1951-S2 | 1950-SI 
28°5 34° 22:5 
18 16 17 
10 6 5:5 

1S 2°5 35 
$ 45 6 
2 1-5 15 
73 6 7 
2 1 2 
725 72 65 


These figures differ siighti 
advertisers only, whereas return 


from those im Table I because they relate to consumer goods 
rom all classes of advertssers are analysed wm Table 1) 


For explanation of above tables see pages 498, 500. 


Commercial television interests 
many. but cost is a query 


Advertisers were asked in this 
year's Survey ques! onnaire 
whether they would o¢ interested 


in commercial television from 
British stations shoud this new 
medium become avajlabic 

Of 48 answering the question, 
19 said they would be interested, 
25 that they would not or would 
not at present i replied 
“perhaps.” 


Affirmative answers 
advertisers in the fol 


ime from 
wing pre- 


duct vroups: Cosmencs, medi- 
cinal, men's wear chs and 
watches, dves. footwear, contec 
toners, insurance ma rder. air 
transport, women's we pens 
Some replies. however, were 
qualified. The main factor about 
which advertisers arm uncertain 
appears to be that of cost. Such 
phrases as “if costs |casonable.” 
“if fees not too proh bitive,” “if 


costs within reach smalle 
manufacturers,” recur 

Other views are 

Commercial television would 
be an ideal medium for us. if 
allowed to deve: p the right 


lines. (Men's Wear 


Greatly interested if rates 
reasonable and vicwing times 
favourable. (Dves) 


The ideal medium for making 
women more than ever fashion- 
conscious (Wome, Wear) 

We believe the medium. like 
films. to be more suitable for a 
collective insurance campaign 


than for an 
(Insurance). 

Most of the advertisers saying 
they are not interesied are con- 
cerned with produc.s or services 
for which television is not aa 
obviously suitable medium 

One advertiser. in the wine and 
spirit group. explains his attitude 
to sponsored television as 
follows: 

“We are opposed to commer- 
cial television because (a) ix 


individual office 


The Editor of ADVERTISER'S 
WEEKLY wishes to thank all 
advertisers and advertising 
managers who, by completing 
the questionnaire, have made 
it possible to carry out 
Survey of Appropriations. 


would debase viewing standards: 
(b) there are plenty af other 
satisfactory advertising media 
which are adequate for all adver- 
tising purposes; (c) only those 
advertisers who hav. large sums 
of money to spend could use tele- 
vision. At the same time we 
realise the power of commercial 
television and would be forced to 
use it if the opportunity offered 
itself and if the money were 
available to us.* 


(Appropriations Survey continues 
on page 498) 
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It is the readership of 


THE FINANCIAL TIMES 


which brings results to the 


Industrial Advertiser 


SIDNEY HENSCHEL ADVERTISEMENT MANAGER 72 COLEMAN STREET, E.C.2. 
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TABLE I1l--HOW 56 CONSUMER GOODS ADVETISERS ALLOCATE THEIR PRESS 
EXPENDITURE FOR THE !}OME MARKET 
(Percentages of Total Appr priations) 
. * 
Advertisers ie mae 


wencwal Prommcsai Natwnal Technscal Other 
mings | Weeblees Magasines Journals Publications 


choice of . | o | i 
media 


WHY THE TREND 
TO NEWSPAPERS 


Press shows steady 
gain in three year 
comparison 


5 fact that stands out most 

strongly from an analysiv of 

media allocations for the coming 

year bs that a higher percentage 

of the total will be spent on 

newspaper space and less in pro- ‘ 

portion with national magazines. BEVERAGE 
This is reversal of the tenden 

chown a vear ago 


It does not 


Sxu2el we 


the ine 


earmarked 


2 
s 
4s 
: 
1 


® 


Last year’s 
forecast justified 


In 19581 when i yeu KIN PRODUCT 
Ippropriatons were 


TABLE IV—HOW APPROPRIATIONS FOR HOME MARKET ARE ALLOCATED TO MEDIA 
(Percentages of Total Appropriation for cach of 92 Advertisers) 
BRANDED FOODS, CONFECTIONERY, BEVERAGES, ALCOHOLIC DRINKS 


st onstances al 


stantial space t 
Jowst 
We wrote then Nn news D Films | Advutg 
paper sizes increas i hk rams Veo nrect | and Dealer, with Exhs Miscell- 
’ ; ’ foot on Mail | Slides Aids Dealers titions | Radio | anecous 


space 18 ava: able, wit 
regularity and frequency of inser 1 
ton it seems keiy 


news pa pe 


Survey has 
of the home 
diture of SO « 
goods advert 
forecasts are 
compared 

This shows that w 


igazvines increased t! ) nor Teble TV continees om pages 506, S02, 564. 


SCARBOROUGH & DISTRICT NEWSPAPERS 
A.B.C. — 44.355 


Scarborough Evening News : Scarborough Mercury : Bridlington Free Press 
Covering the prosperous agricultural districts and holiday resorts of the North and East Ridings of Yorkshire. 
Norman Smale, 92 Fleet Street. CEN. 8209. 
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WORTHWHILE MARKET 


To British Menutocturers, 
Northern trelond, with o popule- 
tion of 1,370,709, constitutes o 
compoct, worthwhile ond easily 
eccessible market for good quality 
products. 


Numerous doily sea and air 
communicetions with Gt. Britain 
combine with o swift ond fully 
up-to-dete internal Rood Trons- 
port system to facilitete the con- 


ADVERTISER'S WEEKLY 


WELL ESTABLISHED MEDIUM 


In Northern trelond the position 
of the “ Locel Morning” is unique, 
in thet the Neotiono!l Doilies must 
of necessity go to Press mony hours 
eorlier in order to link up with 
overnight transport to Beltost. 

This odventege in News Time 
combined with fully up-to-dete 
News Services and methods of 
production hes established the 
unporolleled reputation of “ THE 


NORTHERN WHIG “ for complete 
tinuous tlow of manufactured goods et up-to-the-minute service of 
to olf parts of the Province. =: Netione! news in addition to 
f ; tullest reports of Locol events. 
Northern Ireland, os on integral : The contidence of the people of 
port of the United Kingdom hes, ; Northern Ireland is reflected in 
of course, no customs duties or a ot wht IN ; the fect thet “THE NORTHERN 
berriers to interfere with the “he . WHIG” hos the LARGEST NET 
normal internal distribution of f Sone SALE in Northern Ireland every 
British products. Z 


BALLYMENA LARNE 
BALLYCLARE @ 


CARRICKFERGUS Pa 
@ BanDaistown 


OMAGH % @ MAGHERAFELT @ ANTRIM 


> NORTHERN 62 


DUNGANNON LURGAN LISBURN 
@ BELLEEK & sAN @ e 


DROMORE® * 


DOW NPATRICK 


CLOUGH @ 


ARMAGH @ DUNDRUM 
BANBRIDG NEWCASTLE \ | 


FRILAND 
% NEWRY @ @ wntro y. 
ARRENPO 


wi hin “al | 


Be he Northern Whig ! Northern Ireland — 


Head Office: BRIDGE STREET, BELFAST (Phone 22884). London Manager: 
London Office: 107 FLEET STREET, E.C.4 (Phone Central 9179). ERNEST J. HAYES, 


ARDGLASS | 
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twn from 225 to 34-5 per « 
from 1951 to 1952. the prospec 
tive proportion has now fallen 
5 per cent 

Newspapers have increased 
heir propertion from Ss px 
cent last year to 4%) 5 per cent 
this years Survey, Sundays and 
London nationals showing < 
biggest gain 


Th * years consumer advertis 


ing im the press is analysed. in 


respect of 56 advertisers, broken 
down imto product groups 
Table tt 


breakdown of 
nedia allocations is given in 
Table IV and Table ' (page 4%) 

Table 1V gives a breakdown of 


A complete 


42 appropriations, and shows that 
{ these, 73 per cent will wm 
the press Tabie 1 compare 
summarised figures for thu and 
two previous Surveys It discloses 
thal as paper restrictions, first on 
periodicals and now on news 
papers have been wholly 
partially removed, the press share 
{ advertising has increased, the 
figures for the previous two years 
being 71S and 69 per cent 


espectively 

Some media may 
be under-rated 
Aw 


od of caution is necessary 
egard to 


wo tables 


the figures in these 
They are correct in 
the appropriations 
but do 


‘ far ss 


yeed are concerned 


SOO 
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table TV (Comtd.) CONSUMER GOODS (MIs | LLANEOUS) 
Jove 
et laay Films 4dntg 
bm i rane ‘emt eet an Deaiet ath tom M iss edd 
Pveud wat Pres Posters foot Segms Maal Maes duds Dealers home Radio encour 
NA ws $ 
Lo 8s 
. s i 2 
ae 
ms 4 
lems 
en 
«Ss 4s s 
as sm 
om 
hem 
as 5 2 5 
hand CILARE TTS * ‘ 4s “ 125 ' 
on i 5 17 ! « 
I wo 5 r-] 
~~ 5 rt) 
” 5 2 2 M4 
os i e ! ~ ! 
AL (400% mM 2 5 
LITERS ~ 4 i n 2 
too et as ’ le ‘ 
AIN PENS me ‘ 5 1a 5 24 
» STOV! 7 7 1s 
’ 4 4 95 95 7 
KIN PRODUCTS 4) % w 2 5 i 
<kS and WATCHES 87 ‘ 28 mw is ? 8 
vi kM ~ 2 | ! 2 
2 
. od ther fowl of sale maternal. * ( olowr folders. window duspla caf how cards, literature, evndow display, de 
{ give quite a fair picture of in the Survey because several Another, a mail order adver- 
he position of exhibitions, direct arge advertisers using Radio tiser, writes: “Reduction in cost 
nail and signs A great deal Luxembourg did not complete of press space anticipated during 
nore os spent on these media questionnaires the next six months, and the 
an the breakdown would sug Some very large poster users amount of such reduction for 
st Exhibitions are in some are also outside the Survey each medium will influence our 
stances covered by separate Although the proportionate purchase of space. It is well- 
sppropriations not included in the expenditure of other media may known that the pulling power of 
Survey Direct mail and signs are be less compared with that to be some nationals has decreased 
ised a very large number of devoted to the press. i! appears considerably, and unless the cost 
wa advertisers from whom that a greater number of adver- of space in the nationals is 
urns were not sought. Com tisers are planning to use outdoor reduced it is no longer economic 
mercial radio js also under-rated advertising, transportat direct to advertise therein.” 


— 


WESTERN MAIL 


AND SOUTH WALES NEWS 


Head Office, CARDIFF. Tel. 33022 
Advertisement Manager, R. H. HARRISON 


London Office, 176 Fleet Street, E.C.4 


Manager: GEORGE ) STUDD Tei 


Central 469! 


mail and films, even allowing for 
the blurring of parisons 
owing to the sample varying year 
by year. 


cont 


More will use 

films, posters 

An analysis of returns from 
104 advertisers shows how many 
of these propose to use cach of 
the principal media. These are the 


results, compared with those in 
respect of 110 advertisers a year 
ago 
1952-53 104 200 
returns) ‘urnea) 

Press 104 110 
Posters 20 1s 
Transportation 22 i8 
Daylight Signs 6 $ 
Neon Signs 5 6 
Direct Mail 43 42 
Films and Slides 21 14 
Dealer Aids 69 iu 
Joint Advertising 

with Dealers 19 0 
Exhibitions 44 49 
Radio 2 2 

Reasons given for chinges in 
media policy broadly support the 
trend revealed by figures, 
though it can be infe i that a 
number of advertisers : await- 
ing anticipated cuts space 
rates before finally committing 
themse! ves One ivertiser 
(Cleaning and Dyeing untively 
asks “Will the fal! cost of 
newsprint be reflected dvertis- 
ing rates? fe is sumably 
referring to rates in ihe nationals, 
for he adds, “If so, we shall put 
it (the saving) back in the pro- 


vincial weeklies.” 


That there are exceptions to the 
tendency to plump for newspapers 
is shown by the following quota- 
nons 


Starting to use films. More for 


newspapers, less for magazines 
and exhibitions. (Footwear, rugs 
ete.) 


Less direct mail to the trade 
More for Sundays and dailies 
(Cosmetics.) 

More on point of sale and less 
on press. Bigger percentage of 
press allocation to magazines at 
expense of national dailies 
(Branded Food.) 

Increase in magazine advertis- 
ine. Decrease in newspapers. 
(Tobacco and Cigarettes.) 

In the natural course of events 
the trend is to lift the barrage 
from the trade press to the public 
press. (Cloth Dyeing and Finish- 
ing.) 

Every likelihood more national 
space. (Motor Vehicles.) 

Limitation national space to 
two newspapers. (Cycles etc.) 
Difficulties in 

clothing trade 

Difficult conditions throughout 
tht clothing trade have tempor- 
arily changed advertising policy 
from magazines to national 
dailies. in our instance to Daily 
Express, Daily Mail and Daily 
Mirror. to arouse public interest 
and stimulate a speedy demand. 


(Men's Wear.) 

More C. and D. readership 
papers. (Medicinal.) 

Previously SO per cent of our 


advertising has been in trade and 
technical journals. This will be 
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If selling to expectant or nursing mothers is your concern, 
how to then here is a selective medium of unrivalled power. 
“THE BABY BOOK" is officially distributed by Hospitals and 
Nursing Homes all over the country .. . reaches 110,000 expectant 

mothers in all classes every year. Each copy is presented 
reach 3 direct to an expectant mother when she registers for admission 
. (usually six months before the birth) at a time when the many 

preliminary purchases that must be made are being considered. 
Because it is officially presented, ‘‘THE BABY BOOK" 
speaks with the voice of authority, and is consulted not once, 


but many times. No other medium in this field offers such 


srowing 


concentrated long-term selling power. No wonder the following 


advertisers have booked space . 


ASHTON & PARSONS : BENGERS : BOVRIL : CHERUB : 
COW & GATE : CROOKES : DICKINS & JONES : DINNEFORDS : 
DU BARRY MATERNITY WEAR : DUNKLEY PRAMS ; 
DUNLOPILLO : EQUITABLE LIFE ASSURANCE : GOR-RAY : 
HARRINGTONS : HARRIS PRAMS : HARRODS : HEINZ : 
JOHNSON : JOHN BELL & CROYDEN : KLEINERTS : 
LACTAGOL : LIBBYS : MARMET : MAXLIM MATERNITY WEAR : 
MELLINS : MILTON : NESTLES : NIVEA ; 

NORWICH UNION ASSURANCE : OVALTINE : 

PANDA BABY WOOL : PEDIGREE PRAMS : RESTCOTS : 
SIRDAR WOOLS : TREASURE COT : TRUFOOD : 
VASELINE : VICK : VINOLIA : WEYLUX 


market 
- before 


it 1§ In addition, “THE BABY BOOK’ offers without charge to advertisers its 

Free Sample and Literature Service. A pre-paid card listing advertisers offering 
literature or samples is enclosed in each copy. The mother is invited to 
indicate items that interest her... replies are sorted .. . and each advertiser 
is then informed of the mothers interested in his products or services. 

A figure of 24 2°/, cards returned and at a cost of from 2-74. to 10-34. 
per reply, to advertisers using this scheme, give convincing proof 

of * Baby Book "’ value. 


horn 


NEWBOURNE PUBLICATIONS LTD. 


Specimen copy and rate card on request. 


“THE BABY BOOK" IS OFFICIALLY PRESENTED TO 110,000 EXPECTANT MOTHERS EVERY YEAR 


4B 


“RECORDER HOUSE" 91 STOKE NEWINGTON CHURCH STREET, LONDON, N.16 SO" Sun 
Advertisement Director L. Morley-joe! Tele. Clissold 699! (Five lines) 
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(Survey continued on page 504) 


THE WEST LONDON OBSERVER 


oot London 


WDAN (tsb u 


a 


GREENFORD 


From Paddington to Putney 

St. Marviebone to Southall 

the West End, you might 

Western Avenue and bev: 

“West London Observer 

most widely read and 

London Weekly new st 

oldest family newspaper « mdon's 

Western Reach its 

lively presentati: the Use 

it--and you li find folk 

of the so-called urb,” 
are very 


news mOUN SLOW 


“ that 


formitory 


' 
Wide-aw ak 


Circulation 
(January - June, 


23,154 ABC 1952) 


\¢ QUEEN CAROLINE STREET HAMMERSMITH BROADWAY we 


sevrvnce fee 


Pattern cards and corculars 


Riverside 145! 
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1S THE APPROPRIATE TIME 
TO BOOK SPACE IN THE 


KENTISH 
EXPRESS 


19355 : 


AND SO COVER 


ALL KENT and EAST SUSSEX 


HEAD OFFICE 94 HIGH STREET, ASHFORD, Kent 


LONDON OFFICE 
WATKINS 142 FLEET STREET, E.C4 
Tel.: Central 4481 


iG 


The Autumn issue of PINS & NEEDLES was sold out in three days 
Certainly it is one of the fastest selling journals in the Women's 
field and one that has established itself as one of the best 
advertising mediums for those who wish to reach women in the 
family circle. Day after day Readers follow Christine Veasey's 
patterns for home-dressmaking, knitting, crochet and embroidery 
In view of the steady increase in demand PINS & NEEDLES will, 
in future, be published bi-monthly instead of quarterly as 
hitherto. National advertising to over 12,000,000 women will 
continue to launch each issue in 1953 

Circulation exceeds 160,000. Rate £90, per page and pro rata 
Specimen copy and Rate cord will be sent on request 


LD OU 


Published by Christine Veasey Publications, Ltd 
8 Red Lion Square, London, W.C.1 


CHA 2416 


ADVERTISER'S WEEKLY 


A.B.C, 23,213 


The 
Largest circulation 


CANINE MAGAZINE 
THE 


DOGS’ BULLETIN 


Advertising Department 
Newspaper Representations Ltd. 
231 Strand, W.C.2 


Te: CITy 5906 


rr 
THE 
KENSINGTON 
NEWS 


AND 
West London Times 


- FRIDAY (Price 34.) - 


| 


This popular Newspaper has been established over 80 years 
and circulates in the following districts:— 


Rate 1/6 a line, 10/- s/column inch. 
| Annual Subscription 19/6, including postage. 


HEAD OFFICE: 118 KENSINGTON CHURCH ST. W.8 


For advertisement rates and specimen copy telephone 
BAYewater 3221/2, 7267/8. 
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weRvtt OF AP SPRIATIONS 


Bigger Spending By Many Advertisers 


To Increase Exports ab Laren agen 


also asked. Replies 


DVERTISING for export (Questions were asked this year ~—_ as “9 a. 99 
as well as in the home “ 1 view to finding out how Severising 5> mi 
market, will increase during the advertisers finance their overseas Overseas associates 4 
: 1 sng and by whom it is Overseas sales ag 9 
coming yea ' “ indertaken on thew behalf ' h hI 
Advertisers were asked in « ; ' t owever uDdie to 
Survey whether they would spend a Fy ~ a an a ato give a clear-cut ans to the 
more. less, or the sat wa .. BN gy nee question, because a < derable 
Of 89 answering the questior wt bgp mer t 71 adver- number of advert replied 
- t who advertise overseas. % | t f ac pl 
18 said they would spena more re { that they had that they conduct t! verseas 
19 the same, and only two less advertising with the aid of all 
ther thre ar 
Another quest was whet three, or two of the three. parties. 
anv increase would be met by a Who undertakes One conducts it direct from his 
S wODT n or by 3 it n 4 tising j riment 
bigger approp at y of y a ex ort cam ow adver 2 ug me e 
in home advertising. One adver La paigns another through an overseas ad- 
tiser replied that both measures ly your export advertising vertising agency 
would be taken, but this was the indertaken by yourselves and Overseas sales agents under 
only case in which any cut 9 your British advertising agents, take, wholly or partia the ad- 


» to find mor 


home advertising 
for advertising overseas, is & 
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vertising in their territories for 36 
of the 71 advertisers 

The press and direct mail are 
the most favoured overseas media. 
and a number of advertisers par- 
nieipate in overseas exhibitions. 


AAAS AMIGA AA ED: SS 
Bigger Advertising 
Drive and Why 

An advertiser in the watches 
and clecks group, who is 
increasing bis home market 
appropriation, writes : 

This is the response to 
increasing competition in a 
hardening market, a state of 
affairs everyone expected to 
come about. Now that it has, 
we increase the advertising 
drive. 
NENT hl A A 


templated Table TV (Contd.) SERVICES BANKING, INSURANCE, TRAVEL, ETC.; RETAIL SELLING 


Seeking bigger 


overseas markets mt || De tan 
Advertisers spending more fai) Service or Business Press \\Poatens), post = esl 
within the following pr duct BANKING on 
groups. ¢ osmetics (2), confection te 10 
ery (2), medicinal (2), cycles, etc IN ANCE 67 
(2), beer, wines and spirits, wax 3 ~ 
products, mens wear motor Att ANSPORT ro 
vehicles. engineering, clectrica AVEL AGENCY as 5 ; 
equipment, furniture, and bever RETAIL STORRS as 29-5 
= : loo 
Spending less are a tobacco MAIL ORDER | wo 0 


I 


Jount 
ms Aditg 
and Dealer with Fak M sscell 
Siude 4eds Dealers | titons = =—Rad+ ameus 
5 
s 25 
5 px 
45 
8 
5 25 
8 5 2 5 
45 


firm and a beverage 


* One of pe itnind | 


“Most significant is the high place occupied by 
Gwidford, where a high level! of income has co- } 
incided with a great increase in population.” 

Guildford has increased its population by 50 per 
cent since 1931, and its incomes levels index is 17 
points above the avérage Woking’s ts 14 points 
above the average.” (Highest town is 19 points above.) 


Marketing Survey of the United Kingdom, 


% Covered by the 


A.B.C. 
MEMBER 


Advertiser 


@ Largest circulation in West Surrey. Mid-Week and 


90 to 100°. Coverage Guaranteed 


: Surrep ae OOAL, IRON, AGRICULTURE, GLASS, ote., ete, 


THE SOUTH YORKSHIRE 


ROTHERHAM ADVERTISER 


Week-end editions. LONDON OFFICE 
B. GREBNWOOD, LTD., 21-4, STRAND, LONDON, W.02 
London Representotive L. A Cade, 43 Fleet Sc, E.C.4 CEN 6692 . Tel. City 608 
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To reach the Newsagency 
and Allied Trades, num- 
ber One on your autumn 
appropriation should be 
THE NATIONAL NEWS- 
AGENT BOOKSELLER 
STATIONER the accepted 
authority. 


The only journal with a 
5-figure fully-paid circu- 
lation (A.B.C. Certificate). 


: Send for Advertisement 
1h Rate Folder. 


NATIONAL 
NEWSAGENT 
BOOKSELLER 
STATIONER 


107 FLEET STREET LONDONE.C.4 CITY 2604 (4 lines) 


i 


St. Helens and District 


REPORTER 


Prescot and Huyton 


REPORTER 


The ONLY A.B.C. papers 


published from these towns 


Averaged 


52,470 


copies weekly 
Jan.—June 1952 


134 FLEET STREET, LONDON, €E.C4 
Central 7620 


73 CHURCH STREET, ST. HELENS 
St. Helens 2285 (3 lines) 


FULL AND BYE 


Selling in the prosperous 


North 
and West Ridings of Yorkshire and 
closely read by residents, farmers, 
manufacturers. landowners, conference 
delegates and holiday makers. the R Ackril 


| Group sflords advertisers complete coverage 


of one of the most fertile markets in the North of Engiand. 
At a Group minimum rate of !2/- per scl, exceedingly well printed, with » high editorial 


| prestige and a typographical service covering ai! modern faces, these six weekly 


newspapers are essentials for che schedules of national advertisers. Certified aversge 
weekly net sales for che first six months of 1952—34,002 
(Corinto fem Marwan Mma & Ce, Cereret Amen, 20 jane % Mereegem) 


adh sel 


SKILL GROUP 


Parrogate Advertiser Darrogate Werald Ripon Sayette and Observer 
Knaresborough Post and Boronghbridge Mrrald 


| Pateley Bridge amd Midverdale Merely Thirsk, Bedale and Morthallerton Times 


hove semen Rete ome \pecmes Cope or eppicater we — 
Wo 8 A Breere MA. BCL. Herald Buldings, Harregete, Yorks Tet 400) 
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Have you read POST) 


this week? 


First of any National Weekly with the 1953 Fashion Story —an 8-page Colour 
supplement — Exclusive photographs from Pars and London. The first of 


Picture Post's greal new colour series 


The first instalment of an exclusive new serial “‘ It happens here” by Councillor 
Bob Darke of Hackney — exposes the part which the Communists are playing in 


industrial disputes. A Picture Post exclusive. 


The much-sought-after story of Christine Granville, written by Stanley Moss, the 
celebrated author of “ Ill met by moonlight "’, is exclusive to Picture Post. It began 
in Picture Post on Wednesday, roth Sept., the day the trial of her alleged murderer 
took place at the Old Bailey. 
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Life is so distracting, advertisements are so clamorous 

. it’s really impossible to be sure that your name will 
be remembered by customers when they reach the ‘point- 
of-sale.’ But jog their memories just before they get 
there, and the advertising behind your product will bear 
fruit. Strategically sited, this is the salesman to do it. 
The poster can be here, there and everywhere at once, the 
most flexible and forceful advertising medium that ever 
influenced a sale. In the Mills & Rockleys Region we 
take pride in the appearance of posters as well as their 
If vou have business 


in the Mills & Rockleys Region, we should be glad of 


effectiveness at the ‘point-of-sale.’ 


the opportunity to suggest the most effective sites to 


stimulate your sales. 
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MILLS & ROCKLEYS 


PLANNED POSTER ADVERTISING 


, Bec 
POSTERS HAVE 
THE LAST WORD 


Poster displays in and around 
bridge, Cheltenham, Coventry, Derby, 
ucester, Hull, Ipswich, Leicester, Luton 


hampton, Norwich, Nottingham, Oxford 
Taunton, Torquay, Weymouth, Worcester 
and 150 other towns 


MILLS @&€ ROCKLEYS 
21 QUFENS ROAD 


LTD 
COVENTRY 
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OUTDOOR ADVERTISING 


ADVERTISER'S WEEKLY 


BUYER’S PLANNING SYSTEM RECORDS 
AND ASSESSES SITES 


[™ greater London alone there 
are no less than 63 bill- 
posting companies controlling 
some 55,000 positions in terms 
of 16-sheet sizes. And in the 
country as a whole there are 
423 companies all operating 
separately 
“What buyer.” 
Thompson Co.., 
those sites. their 
bility, condition, 
shops, cinemas, 


SQ AMEN eA ARRAN PRA 
Last month the planning 
systems of two billposting 
companies were described. 
Both were governed by the 
number of sites controlled 
by the particular user. An 
agency needs to have de- 
tailed information about 
virtually every site in the 
country. To deal with this 
mass of detail is slow and 
cumbersome, while speed is 
in fact essential in the plan- 
ning and booking of poster 
schedules. J. Walter Thomp- 
son Co. Ltd. have installed a 
number of machines which, 
they claim, take the guess- 
work out of poster buying. 
Ai AHSAN 


schools, or whatnot, and the den- 
sity of the traffic passing by?” 
And because they realised that 
reliance on the old system of 
binders——-which is too slow to 
work efficiently in the time 
allowed—throws too much reli- 
ance on the human element, they 
set out to develop a system to 
take the guesswork out of poster 
buying 
Installation of an “electronic 
brain” has been their answer to 
the problem. With it, claims the 
agency, it is possible to deal with 
the “available” lists of all bill- 
posting companies in any given 
area and to select in a very short 
time a schedule containing 
(a) Good positions on/y—in 
good condition and clearly 
visible to large numbers of 
passers-by; 
(b) Positions properly distri- 
buted by population: 
(c) Positions neither too near 
nor too far apart; 


ask J. Walter 
“can know all 
location, vVisi- 
proximity to 
public houses, 


LNG CN OO a, 


STANDS FIRST 


AND FOREMOST IN TOWN 


AND COUNTRY 


(d) Position properly chosen 
with regard to special require- 
ments, such as proximity to a 
retail outlet etc 
The new system is based on the 

results of a nation-wide survey 
of poster sites in al’ towns with 
population over 10,000. An indi 
cation of the mass of informa- 
tion sought is given by the census 
form used by inspectors (fig. 1). 

Information from the $0,000 
grading sheets turned in by in- 
spectors as a result of this census 
was translated into punched cards 
A Powers-Samas sorting machine 
with a specially devised selector 
attachment was then installed 
With this. it is stated, cards can 
be sorted into a variety of cate 
gories In a matter of minutes. So 
when the lists of available sites 
are received, cards for all sites 
listed are extracted by hand (a 
system of code numbers makes 
this a simple task) and put 
through the electronic sorter 
First the bad sites are weeded out 
Next, sites near retail outlets or 
any other special location (such 
as a school or a public house) 
are automaticaily selected from 
among the “good” sites. Finally, 
the remaining cards—all! of which 
represent a suitable site for the 
product—are sorted by  geo- 
graphical location 

It is only at this stage that 
human judgment takes over again 
from the “brain.” Seated at a 
table, with large-scale maps 
before him, a site selector 
examines the cards. selecting 
those best suited to the require- 
ments of the campaign and en- 
suring an even spread according 
to population, Where there is a 
choice between two equally suit- 
able sites, price is taken as the 
next criterion. 

Next the cards go through the 
sorter again to be grouped by 
billposting companies Three 
other machines deal with the rest 
of the planning operation: 

1. An automatic key punch 
which makes out a new punched 
card for every site chosen 

2. An inter-stage interpreter 
which translates the punched 
holes into plain English and 
prints the information on each 
card 

3. A printing tabulator which 
prints the information on the 
card on forms used to exonedite 
the routine processes of schedul- 
ing. ordering, checking, and 
analysis 


TEMPLE BAR 2468 


J.W.T. carried out 
a “National Cen- 
sus” of all poster 
positions im towns 
of 10,000 popula- 
tion or more in 
England, Scotland, 
and Wales. This 
was the form used 
by the trained in- 
vestigators. It re- 
cords full details 
of one poster site, 
including a perspec- 
tive diagram of it. 
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Detailed information about each site is recorded by punched holes 
in a card like the one shown here. The reverse side of the card is 
used to carry a perspective diagram of the site. The cards can be 
mechanically sorted at great speed by grade of site, by type of site, 
by location, by boroughs, by type of district, by proximity to places 
or entertainment, different kinds of shop, railway stations or bus stops. 


FOR ENTERPRISE 
ORIGINALITY & EFFICIENT 
SERVICE 


Generel Maneger:s G L. McLELLAN 
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Stuart Lewis Looks At Posters 


The wisdom of verbal acrobatics and the power 
of the pun on the poster site is questioned in 
this month's review of current posters. The 
English language offers unparalleled scope to the 
inventor of smart catch phrases, says Stuart 
Lewis, Other advertisers may well be discour- 
aged, he hopes, after seeing one recent example. 


( NCE upon a time an add f product, each surmounted 

vertising man (who pro » cartoon-style head (female) 

bably wore s high-buttoned Ihe t tle on the teft is full and 

cout, straw boater and pince cad has a depressed down - 

the mouth look; the other bottle 

- nes spectacles) made a great en y and the head is almost 
™ discovery He found that the isting with high spirits The 
{ % English language offered un a nessage of the poster is 
: paralleled scope to the inventor You sparkle too when you've 


of smart catch-phrases and had a bottle of Fling” and the 
punning I hereupon Phe for it thirst aid 
> just t wove it, he noted the r the droops 

F just to prove | « otec € Now tie. af ts fe 


q BS words “Thirst Aid” on his insted bottles is a perfectly 


slogans 


| celluloid cull zood variation on the before-and 
Little did he know what he had af echnique The way ‘f 
hon How coun he have which the headline draws an 
guessed that these 7 word imalogy between the sparkle of 
would exercise a fascinating. a he drink and the sparkle of those 
: host hypnotic nfluence — ove *ho donk it is unexceptionable 
B kenerations of soft drink adve But why didn’t the creators of 
ets How 1 he have f this poster leave it at that? Can 
en that this insidious ex; < be that “Thirst aid for the 
3 ind Npanion I troops” is going to be used as 
Choice”) would be apptied to tt s general slogan for Fling? 
id quenching qualities of vs If that is so there is one small 
i able cold verage from bee consolation other advertisers 
m 0 Darley wat Had he known iy well be discouraged from 
- 8S wou d have shrunk from the ng “thirst aid” slogans at least 
B responsibility of publishing it and for a while. Or will they? 
; t haeht to h iff 
, Neverthe les AD 1982 ° * , 
| Fling use the time-honoured tag It may ee that poster advertis 
" . * = scape: Aegan e ry ng is a branch of publicity where 
4 aad Th Be \ ao a " th - the delicate relations between 
{ = Choice” this summ< The are writer and artist are more than 
v = Plies poster shows two | ‘ ually stramed. No one would 
i! ; “a ‘ ‘ deny that posters are mainly the 
« artist's province; no one would 


the writer's prerogative 
ni 


° ; , 
® , ewtablish the central selling 
ws $ WE th ind see it maintained Yet 
how often, when an art directo 


produces an excellent design that 
ised On a quite extraneous 
wretched copywrite 

dea in 


lea the i 
vy) d to erystallise that 

fy x well-chosen words, at 
sei time attempting to re 
< to the selling theme’? How 


bewildered artist con 
{1 with lengthy copy and 

ssible problem of making 
and arresting poster of 


a nee 


ten a 
fact, does one 
partnership of 


¢ artist with a brain 
ater r er with an eve? 
Ww I s significant that some of 


effective posters are 
those which a picture tells the 


Ne THhost 


xl those where words 

alone contrive to paint the 

Somme f the most cffe t The new Lux poster is 
asters are those in WHICR w ‘ { example of the latter 
senda - P perms in The slogan “If it’s safe 
ure The latest for Lux is water it’s safe in Lux” is suffi 
good example cently strong and evocative to 


Most poster artists 


jumped at tl 

Dut this effect fau 

of svenparny ital he 
Stand on its wn 1 
ndeed to leav, ine 
by the family undies flu 
the breeze and to displa 


flat but suitably fen 


ground of salmon pink 
* ‘ ‘ 
LONDON TRANSPORT po 
seldom affected by the c« 
words v. pictures, for g 
the tw are segrega 
separate pieces of pa 
posted in pairs I ‘ 
Alcs! Pa co i 
which appeals t& 
count nan nm eve | 
is butterflies He 
poster is most Ipres 
entirely filled by a ¢ 
none the icss accurate 
a Red Admiral & 
mauve flower This ts 
im the idition of Kauff 
could hold its own wit 
of contempora ( 
nasicrs It Pod 
and quite scautifu 
lt has n of the 
often seen in Britrs 
has no f the 
ent tendenc y 
here is assu 
Stroke and a ¢ 
that is subtle but u 


1 must add 


praise for the copy 


panying poster Al 
written ntroduct 
guide to ‘ 


London, te 
species can De found and 
ing how to get there 

mae to this sect - 
happy contrast t 
cautious puh 
Nationalised bod 

civil servants need not 
to fraise an officia 
reads Some 


Stock phrases that should be written off 


ds of 


accom 


well 
nes a 
around 


head 
, ns in 
over 
many 


es thar 


afraid 
lr 


« 


ms for 
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lepidoptetists (especially those 


who might stoutly deny the ttle).” 
Congratulations and thanks to 
Derrick Sayer, the artist, and to 


London Transport Exccutive 
More please! 
. . . 

Most GOOD POSTER artists 
would, I suppose, have jumped 
at the opportunity to design a 
poster for the Festrval Gardens 
at Battersea This ts surely a 
subject which lends itself admur 
ably to gay colours and light 
hearted design Yer the job 


which has appeared on the hoard 


ings throughout the summer is 
curiously disappointing kt is 
true that part of he main 
message 1s drawn, appropriately 
enough, in Playbdill-style lettering 
and displayed n brightly 


‘ 
coloured pennants; true also that 
an adequate colour sketch of the 
fun fair appears at the foot of 
the job. while fireworks illumi 
nate the night-shy oackground 
adove 

However, the whole effect fails 
flat, for the design and treatment 
lack sympathy and imagination. 
No doubt this poste: serves its 
purpose in reminding the public 
that the Gardens are open and 
announcing the “1l2 Free Attrac- 


tions” (although, as a correspon 
dent to ADVERTISER'S WEEKLY 
has pointed out, there is no 


mention of the entrance 
Nevertheless it does little to put 
the public mm the mood for 
jous enjoyment It has some of 
ements of carnival but none 


spirit 


BURNS COUNTRY 


by Western §.M.T. Coach Tours 


One of @ Series 


of six posters by 


the well-known Scottish artist, 
J. Metntosh Patrick, which have 
heen produced for the Scottish 
Bus Group by the British Trans- 
port Commission Chief Public 
Relations and Publicity Officer's 


Scottish Office 
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MEMORY TEST 


Do you recognise what products these 
slogans represent? 


.. is good for you. ... please! Ah! .. 
That's... that was. Night Starvation. You 
can still go shopping with a penny. 


Yes, Poster Advertising has made them easy 
for you to remember. There are hundreds 
of others but then there are also hundreds 
of other products that have not yet applied 
the power of Posters and could usefully do 
$0. 


Sheldons know there is no better form of 
publicity for getting a product known. 
Their 112 years’ experience can be a great 
help to you in planning either a National 
or area campaign. 


Sheldons Ita 


Established 1840 
SHELDON HOUSE, QUEEN ST., LEEDS, 1. 


sil 
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MANCHESTER BILLPOSTING CO.L7? 


29. BOOTLE STREET * DEANSGATE MANCHESTER 2 


“Dry Brush” Service 
for Your Posters in 
N. & N.W. London 


PADDINGTON 0166/7 


PADDINGTON ADVERTISING COMPANY 
37 SPRING STREET, W.2 
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~ 
Seeing the Sites? 


Weve MANY 
“BEAU TIEN 


LANCASHIRE 


rwe 1oeA POSTER COUNTY 


‘SILENT 
SALESMEN 


MOREY (BARNET) LTD. 


Makers of Counter Dispensers and 
Display Fittings 
BARNET, HERTS 
Telephone: BARNET 3222 


a ADVERTISING 
ASSOCIATION 


ae COMMERCIAL AID PRINTING SERVICE 


Offer the complete 
Varityping Service 


Setting for Photo Litho 

Direct Plate Setting for Muitilith and Rotaprint users 
Lithographic Duplicating 

Photo Litho Printing 


On ne oe 


Equipped to execute of! stoges of 
Vorityper, Lithographic Pr 
and Dup! coting, we 


prepored (© undertoke any phase 
the process for firms with their 


ore, however own equipment. 


nting of 


, RATHBONE 7 w “US oe53. 


A New, Quick SERVICE 


Two @eentals to every user of Multilieh and Rotaprint Machines 
are (1) Rapid relieile service aod (2) consistent high quality. Both are 
features of Dusiness upon which The Strand Lithographic Co. have 
Duilt up customer «siafaction You are invited to comact the addres 
below Termious lev) where you will receive courteous aad immediate 
stieation 


4103 


“ALLAN” SERVICE 

Many comers find the Strand 
Simoly supply the bes data thx 
idea tw finished plate ready for y 


service LS 
« Company handles the jod from 
machine, . . 


THE STRAND LITHOGRAPHIC CO. LTD. 


1S? FARRINGDON RD. LONDON. EC! Telephone Terminus 2691 (4 lines) 
——“"Tathboney at) 


| further advantage is 


$12 
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Gardens wherever possible 


/ilustrated here ar« 
and north-west Lon 
associated Companic 
posting Co. and G. ! 
and otherwise possil 
ornamental garden in 
popular with plannir 
well as with advertise, 
by Councils and the 
tricts which would b« 


these garden sites ari 


vO Stations erected recently in north 
n by Paddington Advertising Co. and 
Hendon Billposting Co., Harrow Bill- 
Kruse Ltd. “Wherever economically 
says H. E. V. Orme, “we provide an 
‘ront of the panels. The move is proving 
authorities and the general public as 
The friendly acceptance of the idea 
thlic enables posters to penetrate dis- 
taboo to the ordinary 
a big saving of renewal posters, since 
heyond the reach of children and of 


hoarding. A 


the dust and dirt that can be thrown up by passing traffic.” 


Weather-proof 
. . 

plastic sign 

SIGN which is claimed 

not to flake, blister nor 
show any indications of deteri- 
oration even after many years 
of outside exposure has been 
developed by Compra Plastics 
Ltd. It is based on new methods 
of printing, laminating by 
fusion, surface decor.ting and 
embossing of acrylic, poly- 
styrene and unplasticised vinyl 
sheeting. 

The new process 
give a better result t 
generally accepted 
cementing together 
thermoplastic sheets | 
a fusing technique, af 
sage or design have 
on by silk screening 
solvent has evapora! 
matier remains dep 
surface of plastic she 
as vet only pactially px 
The whole is then 


stated to 
the now 
ethod of 
yrinted 
employs 
the mes- 
n printed 
After the 
the printed 
d on the 
which ns 
ymerised 
completely 


polymerised and fused into the 
surtace of the plastic material by 
the application of pressure and 
heat between polished platens in 
a hydraulic press. 

The result is a permanent glaze 
which protects the printed mes- 
sage and design from colour fad- 
ing, chalking, and discoloration 
as well as the attacks of atmos- 
pheric corrosion. 

Another aspect of the process 
is in laminating thermoplastic 
sheeting as two-ply laminates 
with impregnated paper, textiles, 
wood veneers, coated metal foil, 
glass fibres. etc.. incorporated. 


NEW development in out- 

door advertising is likely to 
arise from new ideas in the 
fluorescent field: Certain paints 
that appear white in norma! day- 
light change to another colour 
when subjected to ultra-violet 
light. It is proposed, therefore. 
to paint two designs on the same 
pane! in such a way that a flash- 
ing u/v light will produce alter- 
naling messages. 
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ADVERTISER'S WEEKLY 


ARE YOU KEEPING 
YOUR EAR 
TO THE GROUND? 


Practically every business is influenced to-day by 
changing conditions, and failure to prepare for them 
may impose an unsatisfactory limit on turnover 

The manufacturer now has to fight to keep his share 
of the consumer's purse. If that share persists in 
dwindling he has to find more consumers. 


There are, broadly speaking, two ways of getting 
more consumers : 


¥*% Increasing sales through existing outlets by 
improving the quality of your advertising or by 
spending more on your advertising. 


* Increasing your number of outlets. Few pro- 
ducts are 100 per cent available and your adver- 
tising could be made more effective by increas- 
ing your points of sale. A /ift, of even 20 per 
cent to your distribution, irrespective of the size 
of the outlet, will go a long way to holding up 
a sagging turnover. 


The first method lies between you and your advertis- 
ing agents. The second is one where we can help. 

Not everyone cares to take the risk of hiring fresh 
salesmen for the purpose of increasing distribution. 


It takes time to train them and they may be expensive 
during their unproductive period. It might prove 
better policy to put in your extra salesmen after the 
additional distribution has been obtained 


Getting increased distribution is our business. We 
Specialise in it and our services have been and are 
being used extensively by manufacturers of many 
different types of nationally advertised products. 


If you are interested, please let us send you our 
folder called “It can't be bought if it isn’t there.” 
This will explain in considerable detail how we 
operate and perhaps you will decide that it might be 
worth while to discuss things with us. 


Manufacturers who have used the Counter Products 
service include 


JEYES SANITARY COMPOUNDS CO. LTD. 
BOVRIL LTD., J. BIBBY & SONS LTD. J.C. & 3 
FIELD LTD. WHITEWAYS CYDER COMPANY 
LTD.. CELLUCOTTON PRODUCTS LTD., CHAPPIE 
LTD.. VITAMINS LTD., PAL PERSONNA BLADES 
LTD. SIMONIZ LTD. SPA BRUSHES LTD., 
STANDARD BRANDS LTD. BRITISH MEDICAL 
ASSOCIATION 


COUNTER PRODUCTS LTD. 


24 HIGHBURY PLACE, N.,5 
Telephone: CANonbury 2050 and 2600 
Directors: Bede Egerton (Managing), D. R. Moore 
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COMMERCIAL FILMS 


1 media research special- 


ist reviews “The Audience 
: for Sereen Ad ertising”, 
published last week by 


Theatre Publicity Ltd. 


Si4 
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Weekly audience for screen 


ads. is 13 million 


| IT by bit the gaps in our 
media knowledge ure 


being filled. Knowledge of the 


press medium has been grow 
ing since the 1930's until we 
have reached a position where 


the amount of audience data 
svailable permits a high degree 
of precision in media 

ing Techniques are 
developed to 
The radio audience 


schedul 
being 
assess the poster 


audience 


ind television audience are 
regularly measured 

Now the film audience has bee 
subjected to analys The result 
s The Audience for Scree Al 
vertising, by Mark Abrams and 
Cyrus Ducker 

This report is based on surve 
arred out during 1951-52 by 
Research Services Lid. on behall 
f Theatre Publuity Ltd The 
nonthly sample surveys whi 

bute much interesting data 

were ade during th ear ended 


The scope ne se nqguiries 
ard the techniques emp ed 
were discussed and apf ih 
an advisory committe m whic 
the Institut if Incorporate 


! 
| 
Practitioners in Advertising and 
the Incorp: { 


British Advertisers 1 repre 


{ the cinema 
sudience is of course neasured 
every vear as a by product of the 
Hulton Readership Survey The 
relevant figures. however a 
n the midst of nuch audience 


data of every kind that ther 


pict ww perhaps blunted Now 
we have the opportunity of con 
centrating mn th Teen as an 
advertising medium without the 
distr action of to many other 
things going it the same time 
In addition. there 1 considerab 

new and interesting information 
as well as a valuable method of 


pre digesting he raw 
for the benefit of the use 


materia 


1—Proportion of Population » 


I study measures the total 
and analyses ut by age 
se X tal class, frequency of 
1 going, region, day of the 
ind so on. It does this for 
4 nemas and thea for the 
) advertising cinerhas 
| he case of all cinemas it 
ilculated that there are 
1.250.000 adult admissions to 
as im am average week 
Allowing for the people who visit 
ec than once a week, this re 
t 15,520,000 different 
af s and an analysis of these 
“sults summarised in Table 


au we 


ents 


Since. however, almost 600 
‘ 1s do not show advertising 
fi 1 re-adjustment has been 
nade in this survey to permit the 


inalyees of the audience at screen 
idvertising cinemas. It is esti 

ited that these cinemas account 
fi 71.360,000 admissions cach 
( From this the admission 
of children and Sunday admis 
sions (there is no screen advertis 


ing on Sunday) are subtracted 
eaving 16,100,000 adult weekly 
srdmissions Adjustments = are 
then made for the people who 


vit the cinema more frequently 
than once a week and a result 1s 
in estimate of the weekly adult 
sudience at screen advertising 
cinemas of 13.000,000 These 
are analysed in Table Il 
It is clearly a matter for in 
teresting speculation why there is 
apparently so large a difference 
between the percentage of 16-24 
vear olds going to any cinema 
nd the percentage going to a 
idvertising cinema The 
ume difference is naturally re 
flected in the “Other Women” 
¢. since a substantial propor 
f these will be in the 
eer age groun Sunday 
att lance must provide some of 
xplanation. but there re 
margin for conjecture 


s en 


s 


Other | 
Women if ‘ 


Hovvese 
Men rites 


i 4 
Ax « stands this survey tells 
the media planner all he really 
needs to know about the cinema 
vudhence He may perhaps. fee! 
that the introductory § section 
isiting the Cinema each week 
f Age 
—_ —_— 
| | 45 and 
14-24 | 25-34 4s over 
— —_,—__!_—_ 
4 <3 a 40 a 


tl — Proportion of Population visiting 
| 5 


| - 
Horse Other | 
Men Wroer Women 4B 
Me $l “ “) 


a Screen Advertising Cinema cach week 
Age 


Corour 


| ; #5 and 
6-24 | 25-34 | 35-44 | over 
2. 2 ee ee 
6d 6 35 21 


dealing with the screen as an ad 
vertising medium = steps irther 
from the path of pure ctivity 
than such a survey st d. He 
will nevertheless be whole 
heartedly grateful for the accom 


olishment of so diffic and 
useful a task 


The authors might wel! have 
been advised to have faced more 
fairly and squarely the fact that 
28 per cent of the screen's 
cinema audience falls in the 9 
year span of 16-24. In fact. they 
appear to be rather sensitive on 
the point since they claim (in the 


introduction) of the audience they 


have measured They are by no 
means ‘just a pack of adole- 
scents.” No media pianner ever 
said they were Nor 1s it to the 


discredit of the medium that the 


greater proportion of the 
audience is under 45 

It is much to be hoped that 
these studies wil! be ntinued, 


particularly in view of the sigm- 


ficant changes which have been 
taking place in the size of the 
cinema audience since 1948. It 
would be of great interest if in 


future studies some of the more 
detailed figures on which the 
conclusions have been based 
were appended For e¢xam- 
ple, we are told that figures show- 
ing the frequency of cinema- 
going by each sub-section of the 
population were used to calcu- 


late the composition of the 
average weekly audience For 
those trying to predict trends in 


the cinema audience these figures 
would be of value 

This study has been produced 
for the media planner and not the 
specialist in sample survey tech 


nique. Even the media planner 
now begins to show a highly 
praiseworthy curiositw in techni- 


ques used, and in the size and dis- 
tribution of the sample The 
distinguished authorship and the 
imprimatur of the advisory com- 
mittee guarantee that the techni- 
ques are the best possible, yet 
other workers in the field are 
always interested in how techni- 
cal problems were solved. Per- 
haps in future studies there could 
be an appendix for the technician. 


REVIEW OF NEW PRODUCTIONS 


Film experiment gives 
sponsor much prestige 


By Paul Nugat 


N a “hand-out™ distributed 
at the London press show 
of the Ford Motor Co., Ltd.’s 
film Opus 65, we are told that 
“the production is intended for 


theatrical distribution, it is not 
an advertising film.” 

In the sense that advertising 
films are usually a visual and 


verbal boost for a product, it is 
true that Ford Motors have been 
self-effacing. They | behaved 
towards the film ducers— 
Wallace Productions | imited—in 
the same manner Revillon 
Freres and the Standard Oi! Co 
behaved towards the ‘ate Robert 
Flaherty when he »« seeking 
financia! support for Nanook 


of the North” and © Louisiana 
Story.” 

The parallel ends there. “Opus 
6S" was conceived executed 
on the premises of Ford's Dagen- 
ham works This fact is not 
mentioned in the fi but few 
people will fail to recognise or 
guess correctly the name and 


location of this unique plant, with 


its own wharf on the Thames and 
its own centre of jron, coke, and 
electricity manufacture 

The significance of “Opus 65” 
lies in the treatment of its well- 
known contents. The A to Z of 
making a car has been “done to 
death” in the straight documen- 
tary style As Ford Motors 
alone show 50,000 visitors round 
their factory every year, it is a 
reasonable assumption that the 
interested public has a fair pic- 
ture of the various stages of 
making a car. These restrictions 
were overcome in “Opus 65” by 
adopting an entirely novel ap- 
proach to film making. For once, 
the composer, who is generally 
called upon to provide incidental 
music to fill in the spots and 
barren patches of sponsored films, 
was invited to compose a sym- 
phonic study in three movements, 
within the very wide latitude that 
the first movement would have 
for pictorial accompaniment the 
fashioning of raw materials, the 
second the machining of com- 
Continued on page 516 gg 
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The most favourable ground 


on which to conduct a victorious adver- 


tising campaign is undoubtedly the 


nation’s cinemas, and here Presburys 


are seasoned campaigners. Presburys 
screen advertising force numbers some 
3,500 strong—including the cream of 
the country’s independent cinemas— 


led by producers and executives of 


Here is a force which can 


high merit. 
be easily and effectively deployed over 
a wide front, or concentrated on a 
single important town or territory. An 
indispensable force for the invasion of 
a new market or the defence of an 


old one. Whatever your advertising 


strategy, it is always good tactics to 


remember this :— 


for FILMS choose..... 


Complete production and distribution service for all 
types of advertising films, filmlets 


(colour or monochrome) and slides 
at costs consistent with present day 
needs. Ask for details. 


S. PRESBURY & CO. LTD. 


Gloucester House, 19 Charing / 
Cross Road, London, W.C.2 
Telephone WHitehall 340! 


MEMBER) or THE ASSOCIATION or SPECIALISED rFitL™M PRODUCERS 
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4 member of the 


Taking the film to 


the audience 


The Daylight 
audiences unobtainable by any other means. 
It can show films all the year round in the 
smallest hamlet and largest city presenting your 
message where ever and whenever you desire. 


Cinema Van 


reaches 


Vans are available for hire with operator/ 
driver for both Home and Overseas tours. 


Ideal for Direct Advertising, Public Rela- 
tions, Staff Welfare, Labour Recruitment, etc. 


Film Production 


Our experience in producing films over 
the past twenty years for leading Industrial 
Concerns and Government Departments ts at 
the service of any prospective sponsor con- 


sidering the use of films 


Recent productions include : 


“We've Got It Taped” 


(Samuel Jones & Co. Ltd.) 


“Tell the Town Folk” 


(National Savings Committee) 


“Five Stages of Rescue” 
(Home Office 


Head offwe 


Civil Defence) 


BRITISH FILMS LTD 


199 PICCADILLY, LONDON, W.1 


MOBILE CINEMA SPECIALISTS 


ani 


SPONSORED FILM PRODUCERS 


Association f Spe 


alised Film Producers 


S16 


Film Reviews —continy: ( 
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MUSIC is the keynote 


| ponents, the third final 
assembly 
The com poser Richo Arnel), 
has drawn a series of rallels 
between the skill of 0 echni- 


cians in the factory and ‘\¢ work 


and unity between mush ios ma 
large orchestra. This crhaps 
the most completely cessful 
part of the film. Kh gives skilled 


industrial labour a dignity and 


uplift that no amount choice 
words spoken in sincerity has ever 
come near to doing. The photo- 


graphy is fluid, sometimes bril- 
hant, and if cye and car are at 
times al Cross purposes, ficy are 
never jarringly so 

Whilst one hopes tha: other 
sponsors will refrain from imutat- 
ing the experiment it is not a 
formula to supersede the conven- 
tional way of film making —-one 
is entitled to hope that they will 
see the prestige value now asso- 
ciated with the name of Ford 
Motors and keep an open mind 
towards experimental ideas in 
fostering the public relations film. 
Running time is 25 minutes 

* * * 
N ANUFACTURERS of 
mechanica!| handling equip- 

ment should reap a rich harvest 
from two films, which. though 
dealing with the same subject, 
supplement and complement each 
other 

The Mechanical Handling 
Engineers’ Association sponsored 
Conveyors As Your Servants, a 
colour film produced by John Byrd 
Film Productions. The Electrical 
Development Association spon- 


| sored A Case For Handling, 4 


black and white production by 
Greenpark Productions Lid 
“Conveyors As Your Servants” 
is strictly factual, relying upon a 
very wide range of examples to 
impress the audience with 


Police make 
own film 


AimING af illustrating the close 
link between police and public, a 


documentary silent film, “Police 
and Public.” has been made by 
| Oldham police officers and will 
be used in lectures to local 
organisations 

With a running time of one 
hour, this film has taken a year 


to make. It has been directed 
and produced by the Chief Con- 
stable, and photographed by 


Det.-Sergt. Clifford Bid. official 
police photographer 
* * * 


To ALL WHO use If 

| the recent publication 
User Guide Book wil be a 
welcome event, This pocket-size 
book dealing with al! the factual 
and entertainment films which 
made their appearance in 1951, 


carries “ potted” reviews of each 
film and a most usef ndex for 
quick reference under subject 
| headings. Published by Current 


Affairs Lid. at 4s 


the extensiveness of the equip- 
ment now available to keep 
materials and goods flowing along 
the production lines 
“A Case For Handling.” after 
a short exposition of the science 
of materia's handling, goes to the 
human side of the problem. ht 
takes an imaginary case history 
a die<ast foundry—where the 
manager has reaped the benefit 
of having called in a materials 
handling engineer to re-organise 
his workshop The benefits are 
shown and the manager's experi- 
ence and the problem of convinc- 
ing his workers are gone into 
thoroughly The human prob- 
lem side is excellently conceived. 
but loses some of its strength by 
having the telling broken up by 
other sequences showing al! kinds 
of mechanical equipment, fac- 
tories, small and large 
* * * 
are ee by Mond Nickel 
Ltd. and produced by their 
own unit, Nickel Refining takes 
students and apprentices on an 
educational! trip through the fac- 
tory. The raw material is seen 
arriving from Canada, and its 
ultimate transformation ito 
nickel pellets through passing 
through the boremill, a cyclone, 
a metering device, a volatiliser. 
Accompanied by diagrammatic 
drawings, this is a competent 
film. 
2 - 7. 
OW often has a promising 
fruit harvest been nipped in 
the bud by a late spring frost. 
The Shell Film Unit, with the 
co-operation of the Royal Horti- 
cultural Society, the National 
Institute for Agricultural Engin- 
ecering and the East Malling 
Research Station has delved 
deeply into the weather condi- 
tions, which lead to the forma- 
tion of cold air layers at ground 
level 
The result is Frost Danger, in 
which emphasis is rightly placed 
on the correct siting of orchards 
An excellent 15 minute film for 
farmers, gardeners, and fruit- 
growers generally. 
. > * 
= ENT developments in low 
volume crop spraying with 
equipment, which can be handled 
by two men or one man, is 
demonstrated in Low Volume 
Spraying, produced by the Shel! 


Film Unit Very concise and 
effective selling film. 
* * * 


* ISTRIBUTION of Elec- 

tricity.” a broadly educa- 
tional film, shows how electricity 
is taken from the grid and distri- 
buted in a typical English town. 
ht describes how much the town 
depends on the supply being con- 
stantly maintained, and follows 
step by step the transformation 
of electricity to the required 
voltage for home, factory or 
farm. Produced by Merton Park 
Studios for the Electrical 
Development Association. 
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News of PRITCHARD, WOOD 


| 


When sponsored 


TV. comes 


What is going to happen ? What are we actually 
going to see and hear when we turn the knobs, that 
long debated day ? 


It is plain that many people have a nightmare 
picture of commercial T.V. in this country. 


Will it be crude and vulgar? Will it obliterate 
the entertainment value ? Will it destroy the pleasure 
of looking in ? 

Not necessarily. Why do so many people assume 
that what happens here will be like what has happened 
elsewhere ? In matters of this kind, we usually manage 
in the end to have things the way we think things 
ought to be. And there’s usually room for a bit of 
most things. Few would welcome flashing advertise- 
ments in country villages. Just as few would ask that 
Piccadilly Circus be left pitch dark. 


Why has the question of sponsored T.V. been such 
an issue? Newspapers and magazines carry ads. 
People buy them for news, for racing, for fashion, for 


“Darling ! you must start seeing about a bigger nest™ 


stories. No one, of course, reads the ads. Does the 
presence of advertising destroy anyone's enjoyment 
of a paper or magazine? Need the presence of 
advertising destroy one’s enjoyment of any medium 
of entertainment or communication ? 

We believe we shall use this new publicity medium 
effectively, profitably, and with offence to none. 

But the whole thing is probably two years ahead. 
Naturally, with everyone else, we are watching pretty 
carefully. We are making a series of visits to America 
and elsewhere to examine techniques ; but not, we 
believe, to copy. British commercial T.V. must be 
British commercial T.V.; no one else's. 

And what will it all be worth to an advertiser ? 
Is it the big new everything ? Where will it stand in 
relation to newspaper advertising, posters, ete ? That 
is another question. Not being in the business of 
playing fast and loose on hunches with advertisers’ 


money, that is a question we are earnestly in the 
process of sorting out. 


F. C. PRITCHARD, WOOD & PARTNERS LIMITED 


Advertising and Public Relations 25, SAVILE ROW, LONDON, W.1. REGENT 7080 (16 Lines) 
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THE 


WELLINGTON JOURNAL 
& 


SHREWSBURY NEWS 
Net sates 5] ,808 WEEKLY (A.B.C.) 


London Representative 


DAVID L. CLACKSON, 80, FLEET STREET, E.C.4. (cEN¢roi 2626) 
ee ee a 


Largest 
KENTISH TIMES. 


SERIES OF BIGHT LOCALISED EDITIONS 
CERTIFI NET SALE 


or 81,062 = 


ABC. Certificate for the six months ended June 30, 1952 
A limited amount of space is now available for new business— 
Fiat rate 23/- per s.c.i. 
TIMES BUILDINGS, SIDCUP Tel: Foots Cray 3077 (3 lines) 
London Office: 329 High Holborn, W.C.1 Tel.; Holborn 2730 
Elthom Bereyheath, Erith and Dartford 


CANNOCK 


veo at Bromiley, Orpengtor 


ADVERTISER 


Covers the whole of 


th 


CANNOCK CHASE frre ood 


STAFFORDSHIRE 


Any Campaign 


including Staffordshire THE COUNTY OF 


wits hee ot MIDDLESEX 
STAFFORDSHIRE | CHRONICLE 


ADVERTISER 


(Betablished 1795) 


Mead Office —— cover the populous 
Greengace Street. Stafford and prosperous area of South- 

7 er ee West Middlesex 

Moon i36 Fleet Street ece¢ 
NET SALES 
A.B.C. 
STIRLING OBSERVER 
series 136 HIGH STREET 
(A.B.C. members) HOUNSLOW 


Phone: HOUnsiow 0016-76 


COVER CENTRAL SCOTLAND nena George Secheoe, 
Rotes from Will Kitchen Jr. Ltd. Clifford's tan, €.C.4 HOL Ji! 
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‘An advertising genius 
of the first water’ 
By WILTON EVAN 


RTHUR TOFIELD was an 
advertising genius of the 
first water. 

This claim is made in Family 
Group, published by Home 
Counties Newspapers Ltd. which 
tells the story of the origin and 
progress of the newspapers pro- 
duced by that progressive com- 
pany 

How is it justified? The book- 
let states: “He knew the Luton 
News was a good business builder 
for local trade, so he set himself 


not merely to sell spac>—-but to 
sell results. If he thought a 
tradesman’s business could be 


substantially increased by adver- 
tising, he would show him how 
to advertise, and write copy for 
him, always with an eye to the 
man's potential customer 

‘Arthur Tofield’s policy was 
this—he first of all set out to 
convince a tradesman that adver- 
tising, im principle, was worth 
while. Not until he had done that 
did he attempt to sel! space in 
the Luton News 

“Sometimes a tradesman would 
become so keen that he would 
want larger spaces than Arthur 
Tofield thought his business could 
stand. Then he would persuade 
him to walk before he ran. He 
was concerned that the man 
should find the results justified 
the money he was spending. It 
was a bad advertisement for ad- 
vertising when a tradesman spent 
more On advertising than he could 
afford 

“Arthur Tofield, like his col- 
leagues, had supreme faith in the 
Luton News. and the results it 
gave never let him down. There 
are plenty of businesses in Luton 
to-day whose prosperity and ex- 
pansion grew with his quiet, un- 
obtrusive help. Nearly 100 old 
clients paid tribute to his help 
at a luncheon given to him on 
his retirement in 1945 He and 
the Luton News had been real 
business builders for them.” 

* * * 

AGREED—a_ remarkable 
Happily, however the Tofield 
tradition is honoured in other 
towns, too. Such men are the 
salt of advertising. Al! too often, 
however, their merits are unsung. 
It is good to note that due tribute 
is paid in this absorbing story of 
a newspaper group's progress. 

The booklet was intended 
originally for juniors and appren- 
tices within the organisation. Now 
it is having wider distribution— 
and deservedly. Its factual record 
is a fine piece of public relations 
for weekly newspapers 

* * . 

Orwer instances of loyal ser- 
vice are given in the recently 
published history of the West- 
minster Press group. which men- 
tions that the Bedfordshire Times 


man. 


is proud of the long records held 
by members of its st 

There have been Hamsons on 
the per since 1881. and the 
family is at present represented 
by the general manager, J. C. 
Hamson. who is also director. 
The editor has been with the 
paper for 27 years, and 11 mem- 
bers of the staff have to their 
credit periods of service extend- 
ing over quarter of a century. 

* * * 


TWENTY LOCAL weekly papers 
were used by John Ward Ltd. the 
pram dealers, for an advertise- 
ment featuring ballerina Moira 
Shearer, Most of John Ward's 
shops are situated in the Home 
Counties but some are further 


afield 
The advertisement informed 
readers that “Moira Shearer chose 


her pram at John Wards.” Enlarg- 


wr 


from the “Surrey 


Comet. 


ing on the theme the copy stated: 
“Moira Shearer's baby daughter 
will take her airings and sleep 
contentedly in this very lovely 
pram which Moira Shearer 
selected at John Wards. Not 
every baby can have a world 
famous ballerina fim star for a 
mother—but every baby’s mother 
can find the pram of her dreams 
among the big range at a John 
Ward shop. Moira Shearer's 
choice was the Swan ‘Colindale 
de Luxe’... .” 

The advertisement achieved 
maximum impact because. no 
doubt, many readers thought Miss 
Shearer's purchase was made 
locally, and maybe many an 
assistant basked in the reflected 
glory of having sold to a star. 


Continued on page 520 
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for 


Scholars 


Though there is perhaps a certain sadness in reflecting 
that Oxford's exclusively scholastic character is now 


gone for ever, the fact remains that industrial encroach- 


ment has brought vastly increased purchasing power to 


the city. And here is another fact: the local Westminster 


Press newspapers, the OXPORD MAIL, the OXFORD TIMES 


and the NORTH BERKS HERALD & DIDCOT ADVERTISER, have 


a very great influence in the area. They are read regularly 
by both Town and Gown, and you will get consistently 


the thrifty 
for well spei 


LEEDS OFFICE: 
11, ALBION PLACE, LEEDS 1. TEL: LEEDS 24998 


OXFORD 


ERNEST LUMSDON 


WESTMINSTER PRESS PROVINCIAL NEWSPAPERS LIMITED 


167-170 FLEET STREET, LONDON, E.C.4. 


ADVERTISER'S WEEKLY 


excellent results from advertising in these very popular 
papers. There are, in all, thirty-six Westminster Press 
newspapers strategically placed throughout the most 
prosperous provincial areas in England. They all have a 
firmly established reputation as first-class media for ad- 
vertising, not merely because they do the job well, but also 
because they do it at very reasonable cost. When you 
include the * Thrifty Thirty-Six* in your schedules, you 
can be very sure that you will get wonderful value. 


~SIX 


ropriations 


Ca¥ i. Thrifty Thirty-Six are members of the A.B.C.) 


London Advertisement Director 


TEL: CENTRAL 3265 
MANCHESTER OFFICE: 
MIDLAND BANK HOUSE, 26. CROSS STREET, 2. ree: m 3930 


renews 
si9 : 
ies | 
| he f 
3a ; ’ 
| PAE te © Parry line, by 
§ to 1g3 the thon! ‘ The: this # ae a 
| | : Pt “Senet tate Of th, Brizig ice. =A oe 
: des Reng Pel | 
) Mand, a . ' } 
: oe 
ee + Eran Ms Coit, Maeee, ~ 
) “ th én) dows 4 “20y, © 75 Po» 
| wed tee Beg tj Lag? 
; t amy hows es 
= » tery ‘te § ‘tish 28itien, 
4 ee hag Ms "hteer an we 
Ls de ing en ref Py, ‘ox 
am Me™ hag), dite) Fs 
a wa, eet, ris Ta leq Ore, 4 ie 
mas Row, : . an lic: 5 4 
} Fulton h a4 red ¢ FOate wan Sie. u 
2 tes. ee . wii Srned "Oud, p ; 
lee the jp ey wi ty the ; U8 ‘3 
Y ie s ,. ; naw be Por ma " ee 
: be Pun... out ’ eh 
; lo Pay £ “s = 
~ ity eee ee Cd b,/ Meg e = oe 
; ¥ wD bun mg vich: | Prd/e,, lees mak: 
te ing Out Tien. to, i'n e - 
t — /Meq by hey Ort, ‘Stey ry +4 Me re 
. Pre he: then the, con} aa, vy ; a 
' [sp Pay ity ae ree 7 
i ientouy™ ea a2 
‘ yams, Mate, Py, Wing, 36. 7 
es ty “Sate is Wea, ay th, Vo. , 
. “1 ae aly *Peocp ee mm Ke ‘ 
‘d Che. ms in th ; 
ft DOticta., hows, vet Obtal 
4 79n on ust San ej vent %Ou ie 
ao ity idea) / beeen: — r 
- Ie ty the ba ; blame 2S : 
: 4 form of lec Ora Pic ithe - ; : . 
| "eda to Ors Pek +, ‘ * " " 
tt, : {7 4 of | 
c mbit hl ie | p 7 
‘ . .— 4 id | 
wh EE = | 
7 a 
ts | 
& | 
z | | 
Ae. i 
a , 7 
é. en aoe 
4 eee 
3 ee 
= a 
r Po ; 
a 
rs 7 = 
. Poskee 
} a 
) 
Ss 
= & 
4 
? . a: 
ss 
‘ iS Tae Paee » bh 
ven ; >» o : 
. . of > 4 
- or ee bis, 
; Eo ey iy . a 
= . a % a 
e fe. ei © 
a 
= ied - i * ae 
4 eS ee 


ADVERTISER'S WEEK! 


Hicnest 
Coverace 


Noriceasty 


Given 


BY THE 
OME 


Counties 
Newspapers 


G ROUP 


BEDS HERTS BUCKS 


| HOME COUNTIES 
WEWSPAPERS mee 


oy 
s ae 
aed 


LATEST ABC. NET SALES 


126,765 
Represented in London by 
WILL KITCHEN, Jar. LTD. 
101 Fleet Sereet, EC 4 Cantral 1960 
Head Office LUTON Phone 5050 
Meneger Claude W Gilder 


sO 


Don't forget — WORTH WALES 
is a live market these days — 
and inexpensively covered — 


*27,948 
Families in 
North Wales 
read, trust 
and BUY from 
advertising in the 


(AERNARVON HERALD 
SERIES 


Fre tay 


HOLYHEAD & ANGLESEY MAIL 


Friday 


YR HERALD CYMRAEG 


Monday 


PAPUR PAWB 


Thur sdey 


Rate only 12’- 4 papers! 


Free Welsh translation service 
Castle Square, Caernarvon. Tei. 83 
Londen Reps DAVID L. CLACKSON 
80 Fieet Street, £.C 4 Central 1626 


L 


READY 
SEPTEMBER 26 


the annual 22nd issue of 


modern 
publicity 
32-3 


64 IN COLOUR 
27 COUNTRIES REPRESENTED 


EDITED BY F. A. MERCER 
11} x 8} in. Cloth 35s. net 


THE STUDIOLTD 


66 CHANDOS PLACE, LONDON, WC 2j 


ARDENERS* 


teLocest ABC Net Sales: 27,948 Weekly 


Gi Curoni 


WEEKLY. EST. 1841, SIXPENCE 


“HE unique repulation of 
Chronicle has been carned in 
er 110 years horteculture 
l hes & cComorchensive and world-wide 
huwaton among professional and amateur 

gardeners 

ibers inctude 
ments and Societies. 

ond working gardeners of 


deners 


all horticultural estab 
owners managers 
private and 


Subw 


row! estates, head gardencrs and 
maoaeers of HMespetal gardens and farm 
NAAS Officers Loe Education 
A ves: Park Superintendents, Hort: 


of Agriculture, Libraries at home 
sod ateoad: profesional and amateur 
ier 
1 PAYS TO ADVERTICN IN THF 
DEMERS CHRONICLE BECAUSE 
ct THE RIGHT FROPLE BRAD IT 
Rates. on application, from 
IME GARDENERS CHRONICLE LTD. 
‘) JOHN STREET, LONDON, W.! 


STANDS 


~ * 
Compinne he Gooey ernment Serene che Putte Senne 


[EXHIBITION 


REGINA STUDIOS SIGNS & DISPLAYS UTD 
SOLTOR BOAR RARWwHii w 


nT WATTS LTD. 
| 2-4 erwonT® fest, q9anen,62 


a re0e i 


mOmert 


@ Weekly Newspaper: 
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Copywriters, please note 


COPYWRITERS in agencies 
get a good laugh occas onally at 
some of the advertise ents de- 
vised by local track Some- 
times, however, they ¢ pick up 
a few hints. For the itty, un- 
conventional approach | marks 
for thw effort in the /orquay 
Times, Presented in the ‘orm of a 
letter, headed Private and Confi 
dential, copy ran 

What a performarn You 
really have excelled yourself 
this year. The Flower Show as 

a whole was undoubtedly the 

finest vet seen here “a your 

stall really stood out ir a blaze 
of colour 

After handing you that nice 
bouquet, permit a little criti- 
cum How can lady with 
your obvious flair for colour 

and style appear as you did 

then? An occasion like that 

calls for a shantung costume, 


or a crisp silk frock ora. 


But no more words. Come 
along here and we will show 
vou what a smart stallholder 
wears! 

Yours respectfu 
JAMES Gil BERT LTD. 
* * . 
ALL THE Way from the world's 
| most southern city, Invercargill 
(New Zealand) R.G. Smart came 


to Rugby, England — and felt him- 


self just as much at home as if 
| he had lived there all of his 29 
years 
For Mr. Smart, whose mother 
was born and bred in Rugby, has 
been a regular cover-to-cover 
reader of the Rughy Advertiser 
advertisements as well as news 
since he was “so high And 
so, despite the fact that he had 
never before been in Britain, Mr. 
Smart felt that he was coming 
back to a familar well-loved 
town when he arrived on a visit 
to relatives. 

I thought you'd be interested 
to know that you ha a group 
of regular readers al! :hose thou- 
sands of miles away he told the 
newspaper ‘Our relatives mail 
every issue of the A rtiser out 
to us, and My mother. my aunt 
and I go through it faith fully from 
the first page to the last 


In a leading arti 
said this was one 


the paper 
istration 


| among many thousand of its like 


of the essential place a weekly 
newspaper steadfas: holds in 
the lives of families 

. * * 

BRIGHT IDEAS department 

A weekly series of Corona- 
tion Characters has been started 
by the Macclesfi limes and 
Courter irst ow a state 
trumpeter, and a ne ketch was 


accompanied by a d 


cniption of 
his duties and unifor 


| Where are they now? This is 
the title of a feature im the 
Doncaster Chron on the 
whereabouts and activities of 
former residents who have left 
the town The idea can be a 
useful circulation raiser 
The Hertfordshire Mercury is 


now allowing a greater measure 


of display in its classified 
columns 
The Blackburn Times put life 


into the rather jaded pastime of 
looking back through the files 
when they recalled how Black- 
burn celebrated previous Corona- 
tions 


> >. 
Berrow's Worcester Journal is 
the oldest newspaper in the 


United Kingdom, but one of the 
most up-to-date when it comes to 
public relations work for adver- 
tising 

A line block of a cricketer, 
opening his shoulders in a full 


blooded drive, appeared on a 
classified advertisements page 
Copy read 


Centuries don't 


* * * - 
Picture Post nas given a gen- 

erous write-up to the South Devon 
Weekly Express, owned and pro- 
duced single-handed by 81!-year- 
old Albert Holcombe It sells 
500 copies a week and readers 
sympathise with the proprietor 
when he apologises for its non- 


appearance owing to “the old 
enemy, gout 

Another intensely individual- 
istic effort ts the Sale Pioneer, 


which comments freely in its news 
columns on everything from cab- 
bages to kings The grammar 
schoo! fete. according to its head- 
lines was “successful in a way 
Atmosphere was missing; side- 
shows straggled all over the place; 
the organisers had a great deal 
to learn and more in like 
vein. And yet the Pioneer assures 
its readers 

“The advertising ‘pull’ of the 
Sale Pioneer is not to be dis- 
regarded if you are a practical 
business man. The Pioneer is a 
‘read’ newspaper—we know that 
from the comments that are ‘fly- 
ing’ about, some good. some 
cynical, some deprecating’ (that's 
a good word) and some that melt 
in the hot-air draft of its inspira- 
tron 

“But all in all our advertising 
value is very fair for the money 
you pay.” 

You smile? Yes—bur other 
mighty oaks have grown from 
equally smal! acorns 
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: : P| just happen q 
ie =! Ability, practice, coaching, , 
1 PF —_S™—™—~—CS—SOC_C*?’ judgment, concentration all play 
| — their part and if you lack one of 
F | |] these the rest can be rendered 
a It's the in business. . 
x, q , 's same 
- —— a Shrewd buying, well trained staff, 
- ee! fF attractively dressed shop sad 
q windows, fair prices, are all im- 
q if the public does not get to 
a know about them. 
4 | BL, A 
2 ia eR RET TR keeper to make the best of a 
Oa —— — “sticky wicket,” or make the most 
. ia of a “plumb” one, 
oo &, And the customer benefits by 
; his increased turnover, fast- 
; | moving stocks, lower profit 
4 margins. 
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ADVERTISERS ~— here is a unique advertising medium that puts your 
product's name prominently before the purchaser— just when she is spending 
her money. 

Redfern Advertising Rubber Mats are permanent reminders at the point-of- 
- sale, and incorporate any trade name, mark or slogan in any combination of 
\ colours. Shopkeepers ask for and display these mats, because they help to 

furnish the shop. 
Well-known names appearing on Redfern Advertising Rubber Mats include 
DOORWAY MATS - FLOOR MATS Exide Batteries, Bovril, Emu Wools, Ford Cars, Smith's Crisps, Lodge Plugs, 

COIN MATS - DARTS MATS - BOWLS MATS Ferguson Radio, Araby Soap. 


' REDFERN ) ADVERTISING RUBBER MATS 
temind at the point-of-sale 


REDFERN S RUBBER WORKS LIMITED MATION AL ADVERTISERS OIVISION HYDE CHESHIRE 
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LAMPS — LIGHTING EQUIPMENT - FITTINGS 


Light & Lighting 


The only lighting journal 


32 Victoria Street, London, S.W.1 


BI 2 i PR 


_ 
I. your market among the 
people at home and abread who 


CRUISE BOOKLET DEBUNKS 
CHRISTMAS IN ENGLAND 


F only the copywriter of the ‘that after two jost days, which 
Empress of Scotland's ‘include a New Year's Eve, the 
winter cruise booklet had told ouses of Kingston do appear to 


manufacture or ase metals ? 


METALLURGIA 


arvrian soueawn 


1S YOUR ADVERTISING MEDIUM 


Studio Seven 
coverienuce. knowledge and, lalends G 


reece’ WEST. MANCHESTER 3 
syeeet) (ONOON Wea 


where the 


f . ° 
a loam of raverlong Atltald, Athgnerd 


and copywriters go mid ewery fb ; 


o ¥ 
Al AMINA) 


47 RED LION ST. W.C.1 HOL 93578 


his prospects how to carn a 
living in the Caribbean he 
would have produced a lot of 
applications for one - way 
tickets, for he certainly sold 
the Caribbean 


This Canadian Pacific booklet 
contains some of the most per- 
suasive cruise copy | have ever 
seen. First it debunks Christmas 
in England, the Christmas of the 
Christmas card with its crisp 
white snow that will never turn 
to slush This picture “tells 
nothing of low skies and dark 
afternoons, of drizzling rain, and 
sleet driven by a searching wind: 
nothing of Christmas as it often 
is -and most of December and 
January always is--in latitude 
51° North.” 

Having destroyed summer's 
ijusion of the Christmas yet to 


eR DE 6 
An experienced 


space-buyer 
wanted 


& technical and trade journal to give full 

verage amongst ‘4. senitary and 

heating engineers throw t the nery 

he maturally Jd The Plume 4 

al of Meating he schedule You 

wild have & specimen copy and rates 

hand These will be supplied with pleasur 

DALE REYNOLDS & €« 

LTD., 32 Finsbury Square, & 
MONarch 154! 


request to 


Teleprc 


Giants? 


you wi ‘ wr new if 
folder about u photoeras 


Reet saa 


Mrlor 


oisevey stavict 


CARLISCE STREET. wt 
LEPHONE Gea 2235/6 


EXHIBITION STANDS AND 
DISPLAYS OF QUALITY 

T. BOBINSON 
STUDIOS, LIMITED 


72a Plough Rd., Battersea, S.W.1I 
Tel Nos. Gottersea S300 & 4886 


PRINT REVIEW 
by 
Brian Hlilton 


come, this wizard with words 
paints a picture of a Christmas 
party that lasts 32 days aboard 
the Empress of Sco The 
endless warm sunshine is tem- 
pered by a breeze t is never, 
or hardly ever, so nannered 
as to become a wind. unless it is 
the glamorous trade wind. If 
there is time between cating “the 
choice dishes of mos: countries 
of the world, 
just eats the lon 
the last day of 
tells us, beside 
Curacao “Two da 
you dress for breakf 
catch a glimpse 
houses of Kingst ”n 
in the sun.” 

It is, I suppose, quite possible 


ding gently 


be riding gently! 


Actually the contrast between 
Christmas in England and on this 
cruise is superbly handled. It is 
even more convincing because 
the pages are smart and clean but 
not overdressed. There are photo- 
graphs, a map of the cruise, and 
tables of accommodation and 
costs. Personally 1 dislike the 
vertical division of pages into 
halves by solid yellow panels 
because I find it tiresome to read 
a mass of text in 8 pt. Plantin 
when half of each line is on white 
and the other half on yellow 
But compared with the traditional 
style of layout for such books 
there is a welcome absence of 
frills and over-emphasis, which is 
probably right when selling a 
cruise for which the top fare is 
£575 per person 


* cl * 


TIPPING-ON (Le. sticking sam 
pies on a printed sheet) is so 
expensive because it must be 
done by hand, that | can but 
admire the determination of P. P. 
Payne & Sons, of Nottingham, to 
do a real job with their latest 
eaflet, whatever the cost. Payne's 
make printed packaging tapes, 
garment labels and tabs. 

The mailing piece is a two-fold 
wb on light board closing down 
to crown quarto, smartly printed 
in maroon, sky blue and yellow, 
the colours being bodly handled 
i masses. On the inside pages 
are mounted: (1) a card of pack 
aging tape; (2) a satin book 
mark carrying a calendar: (3) two 
satin-backed prints in colour; and 
(4) a reply-paid postcard mounted 
in slits cut as in the manner of a 
photograph album so that it can 
be released quickly 

The manufacturer who wishes 
to distribute samples of smal! flat 
objects of this kind has at least 
two courses open to him. He can 
either tip them on to a folder or 
»ooklet as here, or he can 
describe and illustrate them and 
offer to send samples. It is only 
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EXPORT 
BOOK 


Coronation Year 


tditorial features will emphasise merchandise particularly 


suitable, OF spec ially designe d, for selling with a Coronation 
theme, accompanied by promotion ideas which will enable 
Buyers to take full advantage of the considerable world 


interest in the Coronation. 


Add to the force of your Coronation year advertising the 


weight of this editorial influence. 


1953 No. 1 Coronation merchandise and London Fashion Fortnight. 
No. 2 Pre-B.1.F. Number. No.3 Coronation number. 


Backed by the powerful prestige of Vogue—the only fashion 
magazine with world-wide authority and international 
connections —~ British Vogue Export Book commands. the wo Ps 


sustained attention of wversed® buyers 


. 


The Trade Voice of VOGUE 


Page Rates 
Colour £120 " is 
Black and white £75 


THE CONDE NAST PUBLICATIONS LTO 37 GOLDEN SQUARE LONDON w) 
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Power operated 
Self-sharpening 


for firms r 


; avatlable 
| We shall be 
} 
: 
} 


inting Machine 


d, Middlesex, Phone 


ite ) Makers of letier-opening, envelope-sealing 


Your office day gets off to a smooth and efficient start 
4 with this excellent LC.C. machine—designed to save your 
= organiation me and moncy 


i A junior can operate it. ht ss safe and consistent 
7 than a paper knif 
No danger nvelope contents. Automatic feed 


with adjusim 
cutters *A  hand-operated 


ceiving a small mail 


model 


id to der 


ae LETTER OPENING MACHINE 


Co. Lid., Alexandra Road, 


Howard 1886 


Safer 
nt for large or small mail 


trate in your office the 


coun: and token-counting machines 


$24 


Print Review—-contin ued 


economic to tip the nples on 
to the folder if its d bution is 
confined to really good prospects. 
The method would extrava 


gant if the piece is snt out as 
grapeshot 
. . * 
Many OF THE ™ solemn 
business men appreciate a bit of 
nonsense in advertising provided 


it is not their own advertising 
This accounts for the success of 
the Horrockses booklet We'll Spin 
You a Yarn. for which, | am told 
requests come for copies to be 
1s in this 


sent abroad as we 
country This is not surprising, 
for the humour is the kind 
one finds almost everywhere 
abroad with merely joca! colour- 
ing 

This 20-page octavo booklet, 
designed by Frank C. Eyles & 


Co. is indeed delightful nonsense 
It consists of j/'ustrated jingles in 
which the history of clothing 
from Eve's fig leaf to the less 
elegant Bikini ts related, naturally 
with more humour than accuracy 
Ihe verses are accompanied, in- 
deed surrounded, by the most 
absurd colour sketches by Henry 
Stringer, reproduced by : . 
Cowell's Plastocowel! offset litho 
process 

Many an advertising manager 
would love to do something of 
the same sort, but the opportunity 
seldom arises since advertising 
budgets usually have to be 
stretched to the limit to cover 
essential hard requirements, and 
the labour of getting such a frivol 
past the average management its 
too Herculean to be undertaken 
by the average advertising mana- 
ger 


* * * 

QUITE UNWITTINGLY, | am sure, 
the British Gas Counc)! has made 
publicly a case against the official 
edict of its own High Brass dis- 


couraging the sales promotion of 
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appliances. And 


Gomestic gas 
not, the 


whether unwitting or 
Council js right 

The Council has produced a 
booklet entitled Treasure in Coal 
which explains why gas should 
be burned instead of raw coal 
The story is not new, and the 
case is as strong as ever. It is 
the timing of this release that is 
interesting, since gas undertakings 
are, on instruction, soft-pedalling 
the sales of domestic gas burn- 
ing appliances 
do hope that the designer of 
this otherwise excellent booklet, 
with its admirable colour cover, 
now realises that process blue is 
not a good colour for half-tone 
photographs 

> - * 


WHAT IS CLAIMED to be the first 
use of double wire binding in this 
country occurs im the new Hidu- 
minium Technical Data Book 
published by High Duty Alloys. 

The book consists of three 
sections, and is published in three 
editions, one containing all three 
sections, and the other two one 
section each. The full edition is 
bound into a board cover finished 
im the relatively new Cellogias 
glaze, which is a great deal 
smoother and glossier than var 
nish, and protects the cover from 
fingermarking 

The pages are divided into two 
parts, one part being bound into 
each edge of the cover spine with 
a yellow wire binding. The two 
halves come neatly together when 
the book is closed, and all the 
pages lie flat when it is opened 
The principal advantage of this 
method is that the untidiness of 
the large wire rings necessary to 
bind a thick book is avoided, and 
that the division of the book into 
iis two Main constituent parts ts 
achieved naturally and neatly 

It is this kind of ingenuity one 
would like to see in 4 permanent 
exhibition of print 


flat for packing. 


A c 
46,000 of Unese dispiay unite were produced Dy automatic 
screen process printing, with ten variations of copy-matter 
and colour. Carryin 


J Amother job well done by,. - ‘3 
dé¢ 


OF ADVERTISING 


46 BROADMEAD BRISTOL | - TELEPHONE 26817-20460 


g dummy cartons they fold completely 


HE world’s first advertisement 
to be sent Dy television was 
transmitted twenty-four years 
ago, on the occasion of the 


| National Radio Exhibition, held 
in September 1928 at Olympia, 
| London 
The late John Logie Baird, who 
was the first man he world to 
demonstrate true television, had a 
stand at this Exh on, but no 


television demonstra 
mitted in the hall 5S 
empty shops in Mac Road, a few 
yards from the exhicon entrance, 
and fitted up a trar ssion studio 
im one and a numt of receivers 
for the public to v n the other 
These receivers had screens about 
9 im. x 4 in. and h was in 4 
separate cubicle, to which parties of 


S were per- 
he took two 


} SIX were admit wughout the 
| day. About 2. people saw these 
demonstrations, only a fraction of 
those who applied for admission 
tickets 
Even at this carly date, the quality 


World’s first ad. by TV 


of reception was surprisingly good. 


One saw the whites of the cyes, the 
teeth could be counted and every 
play of expression clearly seen. 

At the time I was reporting these 
demonstrations daily for a national 
newspaper and it occurred to me to 
try the effect of transmitting an ad- 
vertisement by television. Receiving 
permission to make the experiment. 
I went to a nearby newsagent’s shop 
and borrowed a newspaper contents 
bill. This was neld up before the 
transmitter and moved slowly, with 
the result that the packed audience 
next door saw the bill appear very 
clearly word by word on the ground 
glass screens of the receivers It 
was an impromptu experiment but 
completely successful, and was a 
triumph for British inventive skill 
and British apparatus 

In the Daily Mail report on the 
subject the following day (September 
27, 1928), it was stated “this hastily 
arranged test may be said to con- 
stitute the first advertisement to be 
sent by television in the world.” 


RONALD F TILTMAN. 
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. . : 
Six ways Ue display Loyal Greetings 
| PRIESTLEYS take 
pride in announcing 
that they have re- 
ceived Palace appro- 


val of screen-printed 


reproductions from 
official photographs 
of Her Majesty by 
Baron, Karsh, and 
Dorothy Wilding. 


These beautiful re- 
productions will be 
available in several 


sizes. Prices and full 


in - 


AEE Ting detailsonapplication. 
Commercial Road. Gloucester. Phont 2226-234 


Priestleys 9 Buckingham Street wc.2. Phone TRA 4277-8 


BIRMINGHAM: MIDLAND 0528 MANCHESTER: BLACKFRIARS 3851. CARDIFF: 31217. 


| A Stitchcraft reader writes... 


A. artist named Erasmus Jones 
was prone to giving hollow 
groans each time a tracing came 
his way. For young Erasmus, 
strange to say, was always mak- 
ing stupid blots and, though he 
hollered “ Out damned spots!” 
and hacked away with razor blade, 

his tracings never made the grade. 

But things are so much better now | 


since other artists showed him how, by | 


working straight on Kodatrace, a blot 
or mark need not deface. A gentle 
rub willsoon remove it—just try 


some Kodatrace and prove it. | 
"a = 
™ 
Ss - Women in all callings read 


_Kodatr ace’ Stitchcraft 


ond holf rolls of 10 yords 


A KODAK PROOUCT 


WCSlom | ABC net sales 241,388 copies a month: Type area page 8} ins. x 6ins. 
Sole Distributors | £204 a page: Advertisement Manager §. H. BOWDEN, Stitchcraft Led., 
CRAVEN HOUSE, 121 KINGSWAY, LONDON, W.C.2 Telephone: HOL. 6086 Great West Road, Brentford, Middl Teleph EALing 6283. 
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ADVERTISER'S WRFKLY 


Thi 


STEREOSCOPE 


YOUR SALES 


CAN DOUBLE 


STEROLIST 


hand Vic fa 


S//-ROI 1S7 and ather types 


Tel 


h 


wut Creat Britain. 


A.P.1.Lr 


274 THURLOE ST., S.W.7 
KNightsbridge 2440 


S24 


provide a commercial colour 


From January next 
journal, CMEwHOAL 
page type area to 
unchanged 


A John 


IMPORTANT ANNOUNCEMENT 
25% SPACE BONUS 


the old established monthly technical 
rPRODLCTS, wil! 
1Oins. by 
Write or telephone for full details including 
overseas breakdown, sample of readers, industries covered 
Full colour available 

Temple Chambers, Temple Avenue, London, € C.4 Tel. City 6537 
Trundell Publication 


increase its 


7ins. all rates remaining 


SILK SCREEN ARTS LS 


@? SHIRLEY ROAD CROTOON 

aoorscomert pirates 
SPEEDY SERWICE 
ye S$ 4 

Decivery 


“DAY-GLO” printers | 


FOR QUALITY 
SILK- SCREEN PRINTING 
AND PROMPT DELIVERY 


POSTERS 
« Ow Bis CUT-OUTS em | 


| LICENSED DAY -CLO PRINTERS 


sn" 
NOD 


COMMERCIAL 
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iNTISTS’ PORTFOLIO 


Adolf Morath 


A photographer i+, for the first time, 


included in thi« 


series of short 


features about the men and women 
who execote, in their various ways, 
illustrations for'advertising. 


A FAMILIAR sight at 
this time is the Taylor 


Walker poster for “Old time 
beer,” featuring a ripe and 
fruity bearded grandiather (in 
real life, a Chelsea pensioner) 
holding a foaming tankard of 
the real stuff 

The man behind the 
the beard is Adolf 
Wallasey-born commerc 
grapher 

Morath is used to beards—and 
especially one immortal! beard. For 
Bernard Shaw, who despite a per 
sonal keenness for snapshooting 
strongly disliked cing photo 
graphed, was so impressed with 
Morath's pe ar  genit for 
eveaiing 
weaknesses 
that he urg 


in with 
Morath 
i! photo 


s one of 

eraphers 

high a 

artistry and 

ipon the 

picture that a 

commonplace shot from them is 
ilmost unthinkable 

ceessful 

( amera 

fren; and 

rfraul of 

numer 


ough his four 
3 Before M 
thes, Faces. Pets, Ct 
the newly published P? 
lreland——and writings 
sus photographic journals in this 
ountry and abroad. Morath has 
gained a reputation not bounded 
by the shores of B 
Whilst his indus 
child and landscape 
mvariably striking 
nto the field of adv 
been most markedly 
when he has been a 


anima! 
idies are 
xcursions 
12 have 
successful 
wed, as in 


the case of the Old Man with A 
Beard, to play with his first loves 
the human face and human 
hands. Both these, he believes 
reveal the impact of all life's 
events upon them. 

Morath's industrial photo 
graphs strike a strong and 
dramatic note. His object on an 
industrial assignment is to try 
snd make every picture not just 
a shot" but an exhibition 
picture. The strength of charac- 
ter which he imparts in his por 
trait photographs is used with 
great advantage on his industrial 
assignments in dramatic studies 
of the workmen behind the 
scenes in the factory and work- 
shop 


The fruity bearded 
from the Taylor 
Morath has 


gentleman 
Wa'ker poster 
experience with 


beards 


Morath commis- 
sioned by Cope 
Bros. te picture a 
cigar packer at 
work, noticed the 
gentle, almost lov- 
with which 
»perator hand- 
led each cigar 
And he conveys 
that’ care 

striking 


@ care 
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AD. MAN’S BOOKSHELF 


‘Research book with double 
aim falls between two stools’ 


Basic Methods of Marketing Research 
by James H. Lorie and Harry V Robers 
(McGraw-Hill Publishing ( Led. Sta? 

A book on marketing research 
must surely aim at one or other 
group of its possible readers 
either at the business executive, 
or at the research practitioner 
To aim reach both is to 
attempt the impossible—by rea 
son of their widely differing in 
terests and needs. The business 
executive, for imstance. is More 
interested in when and how re- 
search can help him, than in the 
techniques involved As 
far as techniques are con- 
cerned he needs a brief outline of 
their main features, with some 
commentary on the snags inherent 
in the different methods 

The research man on the other 
hand. while  aturally interested 
in the sort of problems that can 
be tackled. finds his main need 
in a detailed discussion of alter- 
native techniques covering fairly 
exhaustively (to the executive it 
would be completely exhausting 


to 


the 


ly) the statistical, psychological 
and practical aspects involved 
Too mach for 

the executive 


Unfortunately, this book sets 
out to reach the executive and the 
researcher. An American work 
(its authors are professors of 
marketing and of statistics re- 
spectively at the University of 
Chicago) its aim is characterically 
comorchensive. It is “to explain 
the basic methods of marketing 
research in as non-technical a 
manner as is compatible with an 
understanding of them”—and its 
audience: Those who buy and 
use research, as well as research 
practitioners ranging from be- 
ginners to experts—-in fact, Uncle 
Tom Cobley and all! 

It is hardly surprising therefore 
that the work suffers from an 
evident diffusiveness of purpose 
This coupled with an unfortunate 
looseness if not verbosity of 
style has resulted in a text of 
437 pages, divided into five parts 

and introduction covering the 
purpose and method of the book 
and a brief description of market- 
ing research. There are three 
chapters on scientific method in 
marketing research: six chapters 
on  sampling—almost entirely 
random samoling: a fourth part 
on the problems of securing in- 
formation, and a final five 
chapters research admini- 
stration 

It seems unlikely that many 
business executives will have 
either the time or the indlination 
to digest so much. Those who 
do make the attempt will find 
much of interest and value-—but 
buried, it must be said, jn.a great 


on 


deal of what to them will be 
wasted matter Perhaps of 
greatest interest will be the 


section of the techniques of in- 
terviewing and of que 


design, which does indeed discuss 
the practicability of securing 
different types of information 

on behaviour. 


on intentions. on 
attitudes, etc.-in an interesting 
way. Of the remainder of the 
book. the imtroduction and dis 
cussion of scientific method 
marketing research may be 


dipped into, the first chapter io 
the section on sampling might be 
read and the final section on the 
practical administration and exe 


cution of research may be of 
some interest 

The other possible group of 
readers — the reseaich practi- 
tioners—will find this a rather 
unsatisfactory work The be 
ginner will need determination 


indeed to tackle it seriously—and 
if he does he will unfortunately 
still be uninformed about much 
curremt British practice, particu- 
larly in sampling techniques. The 
more experienced researcher wil! 
perhaps wish to dip into the work 
on his own line of interest—and 
whatever that be, the wide scope 
of the work ensures that he will 
find something to consider. How- 
ever. he will probably find the 
painstakingly thorough discussion 
a matter of some little irritation 
at times 

In brief. all may din into the 
work with some benefit. but few 
are likely to read it solidly. And 
although it will probably take 
its place among the books on the 
research man’s bookshelf it will 
be used by him with many reser- 
vations and should the business 
executive use it for reference pur- 
poses he too must be suitably 
cautious Joun LAMBERT 


Picture of U.S. 
store practice 

Fvery Dollar Counts, The Story of the 
American) = Denartmrrt Store bw “Maw 
sad Powced Publications Inc. New 

One of the difficu'ties of British 
firms who sell at long range to 
America is their inexperience of 
retailing methods there. Here is 
a book they wil! find very helpful 
and, at the same time, easy to 
digest 

The owner of a suécessful store 
outlines the retailing picture for 
the benefit. really, of his custo- 
mers. But Mr. Hess is something 
of a myth even among other re- 
tailers. His efforts at dramatic 
selling are by-words (and also 
profitable’), 

His book is full of all kinds of 
good ideas. many of which might 
well be adapted for use in this 
country 

Good Housekeevire’s Basic 
Caokery in Pictures (The National 
Magazine Co. Lid. 10s. 64) 
designed for the beginner in the 
kitchen and for the school-girl in 


he class room. contains 700 
tographs and hundreds of 
tested recipes. 


$27 


| 
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Motor Sport 


THE MONTHLY MOTORING MAGAZINE 


Published on the Ist of 


the Month for over a 


Quarter of a Century 


Announce the appointment of 


JOHN C. MARSHALL 


Advertisement Manager 


GUARANTEED CIRCULATION 
aes 50,000 ~~ 


Members the 


Audit Bureau of Circulations 


of 


Advertisement and Editorial 
Offices : 


15/17, CITY ROAD, LONDON, €E.C.! 
Telephone : MONarch 8944 


\TEESDALE PUBLISHING CO. LTD. 
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Now 
- hon 


PRESIDENT, f 


Mainly Personal— 


treasure { the It 
(Club wm Arthur %. Fuller, wt 
heen a member of the ( 
some cight OF Nine cars 
Mr. Fuller is very mu : 
Northcliffe or He beg 
mal avd Lord Roth 4} War Office. The suggestion he 
vea " b . iw xiied wm a letter to Mr. John 
be heca le K ‘ harman of LC. and 
Mercur b . h D ked ut by a letter from the Prime 
Record a { M himsctf 
Dae Mirror { i y wt M Rogerson is not, of course 
was ! A Ro ner - o ovil servant but remains on 
A : , , a. ‘ om LC.L by whom his salary 
" 4 J pees paid. Nor is be officially Director 
pape and } v Public Relations at the Was 
f Northelifle Newspaper ‘ ° ot because that post has been 
d [ « f the N ; j by the appointment ot 
5 vir Ary } and Brigadveer Nigel Dugdale from the 
. , | M y of Supply. Mr Rogerson 
pol ms gare f hat his somewhat equivocal 
san asset, for no awkward 
. * * ms of seniority or rank can 
rHE ved to complicate his relations 


MINISTER of War, Antony 


Head. ha perhag ved ‘ he War Office hierarchy 
sufficier credit for the f ha tlow is the Minister's Jar-sighted 
when, last March, he ght Sed ‘ nent working out? Well, so 
Rogerson, LCI it y cor | | gather Mr. Rogerson tells 
he War Offtee os adviser f it he finds everyone, from the 
put elations and pub y he was ( 1GS. downwards, extremely co 
making history » ve and that the higher circles 
On in recall no other wn y Army are more publicity 
n peacetime, of a \ n called it ted” than thei civilian counter 
‘ h a high vel work f ' 
Ss Ministr Ce il y Recrunting is going well and never 
has been none in the realm of put mt years has the Army stood 


relations higt in public opimon M: 
M Head did not know Mr Rogerson takes no personal cred: 
Rogers eacept by repute, until f his. The Army to-day, he says 
f he sought sking its own public relations 

H He quotes as an example the action 


for tt { tield Marshal Sir William Slim 
tion th Chief of the Imperial General Staff 
visiting Lynmouth after the recent 

flood disaster, and the unstinted help 

, fo of the Army in helping to repair the 


for the Heart of Kent- 


SOUTH EASTERN 


GAZETTE 


* HEAD OFFICE - - MAIDSTONE 


— - 80 FLEET STREET 


damage. Such actions speak louder 
than any propaganda 

Neat month, Mr. Rog n hopes 
to pay a visit to British Ops im 


the Middle East 
* . 


BRIAN DORNTON DUFF. who 
has jomed Rooster Pub! served 
with the Honourable A y Com 
pany during the war d was 
rwarded the D.C.M. and MM 
hefore being commissioned into the 
Royal Artillery 

He is in good company in adver- 
sing circles as a yach iD. a 
has recently sailed his # » Dutct 
barg from Christchurch to the 
Thames with the sole a ince of 
his wife and two child 


* * * 


THE POLLOWING eri de coeur has 
been sent to me by Mau Barrin- 
ger, of Storey. Evans A ¢ Lid 
the Leeds agency He calls ut 

Annual Conspiracy” 

Why is it that I cannot take 

On sea or hill, on moor or lake 

My richly earnéd annual break 

When other morta d 
Why is it my lone summer days 


Are deskbound, and my 
anxious gaze 
Is inward paraphrase, 


To copy 


turned to 
iayout tk 
You wouldn't know the answer 

ut 
mutt 
annual rut, 
trail of media 


In case orner siaving 
Trudees this same, this 
This weary 


some 


He'll know the cause of my 
distress 
It's now the Annuals close for 
press 
The Diaries. Year Books 
Guides, and, yes 
Encycloflaming pedia 
Down the eternal span of years 
Grim constant in this vale of tears 
diways about this time appears 
The hardy Annua id 
Se. on my Annual Manual task 


1 do what the Comper 
With sentiments, be 


tiums ask 
nd my mask 


Quite bloody. alr bowed 
. « * 
BACK IN this country after a 
lengthy stay in the United States is 
Walls Righy—a man who made 
thousands of childrer in pre- 
war days He was responsible for 


those cardboard cut-out model books 


distributed extensively by Amal- 
gamated Press, Odha nd other 
publishers with their before 
the war. He estimat hat 9S per 


cent of all the free gf 
from his fertile brain 


origmated 


Acroplane models w his speci 
ility and in the United States he has 
been continuing his vities. He 


has conquered the « 


success- 
fully designing mod dboard jet 
planes that fly really with the 
sid of miniature jet nnes made 
in this country by Jeicx Ltd. He 
has also made jet or boats 
Altogether he has made for himself 
quite a reputation with the children 
over there. His most nt success 
is a volume of cut-outs of “space 
ships.” 

In South Africa Post Toasties 
packets incorporat his = cut-out 
model of the Comet 

Several national advertisers have 
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Thirty Club promotes 
Arthur S. Fuller: 
Sidney Rogerson sets 
precedent in Services 


public relations: 
“*Annual’’ headache: 
Model-man Rigby 
back home: From 
poster to pub, by 
D. A. Faulkner 


By CONTACT 


approached him since his return to 
this country but no concre 
hav yet been rca 
with him on th 
David James 
dington Ltd., the printers, but in 
pre-war days with Watcrlow & Sons 
Lid who printed Mr. Rigby's 
books 


* * * 


A CHANGE of trade that should 
enable him to go on meeting plenty 
of advertising 


ner. He has 
become 
Host—at the 


Hotel, Lich- 
field Road, 
Aston, Birm- 
ingham 

Mr. Faulk- 
ner is a poster 
man He 
joined = Boro 


Billposting in 
1942 and two 
years later 
went to Birm- 
ingham as 
branch manager. In the past he has 
worked with Walon Harvey Ltd. 
(under G. K. LeFevre, now with 
the Daily Mirror), T. B. Lawrence 
Lid., and Willings as site negotiator 
under C€ E. S. Barker at the 
Lewisham office. 


* * * 


CAMPAIGN for’ Lever’s new 
detergent, Surf, was launched on a 
sea of champagne aboard H.MS. 
Wellington on the Thames (blame 
the champagne for this mixed meta- 
phor!). Advertising and press men 
from London and Home Counties 
thronged the decks. Leshe Needham, 
Roy Clark, Stuart Mander, and 
Ulrick Walmsicy wer smong the 


D. A Faulkner 


many I spotted. Everyone voted it 
one of the best parties for a long 
while Incidentally, this journal's 
advance story about the campaign, 


published last week, was much, and 
favourably, commented on 


WEEKS WISECRACK 


A 


“He's returned his salary 
cheque marked ‘ Revise, 


please’!” 
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New Readership 


Investigation 


A preliminary analysis by The British 
Market Research Bureau of replies from 
readers of True ‘Romances who entered 


an editorial competition show a signifi- 


The homogeneousness of the combined 
readership of these two journals shows 
how well-defined is the market they 


cover. They are twin magazines in the 


cant similarity to the results of a like true sense; advertising in one enhances 


investigation last Spring advertising in the other. 


into the readership of 


Hence the combined 


True Story Magazine. rate for the two. 


Here are the salient facts of the combined readership :— 


Married 
with children 


0 
0 


True Romances 82°. 


Over 2! 


True Story 


21-35 


True Story % 


Married 


True Story 


83°. 


True Romances 79°. 


75% 


True Romances 74% 


True Story 
True Romances 60° 


4°9 peopLe READ EACH Copy (TRUE STORY 488 TRUE ROMANCES 49) 


* 


COMBINED SALES 418,123 JANUARY-JUNE 1952 


42200 PER PAGE © 96 PER PAGE PER THOUSAND 


(Lowest rate among women’s magazines costing more than I/-) 


A. H. Mcisaac, Advertisement Director 


ARGUS PRESS LIMITED * 8@10 TEMPLE AVENUE © LONDON EC4 © CENTRAL 3514 
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AUOVERTISER'S WEEFKI 


sw 


We Hear— 


‘HAT O'Kennedy-Brindicy Lid... 
jublin, now nave four sponsored 
grammes running on Radio 


d 


Four more are being pre 


*. 7 , 

[HAT an cleetro wall map carrying 
}. at Mentone, France, is the fore 
of a number of such maps 
xiuced by the Davis Advertising 

ee id Manchester and 
tered by hotels and holiday resorts 
he Riviera. And 
* * . 
THAT others may soon be seen oF 
} etro stations 


* . * 
[HAT Foote, Cone & Belding Lid 
ned by Gert Bond, bear 
" m Press, led by Jack Blanch, 
darts 
* * * 
THAT lol manutacturers ol 


cles, motor cycles. components 
d accessores will be exhibiting at 
International Cycle & Moto 


Show which opens at Earl's 


( court on November 15, all availab! 
having been allotted 
* > > 
THAT Cowlishaw & Lawrence 
\dvertising) Lid. have been ap 
{ vied sole advertisement repr: 
ves for publications of th 
(Commonwealth Agricultural 
Burcaus 
. * * 
1HAT documentary films about 


Kroish industries will be shown in 


ADVERTISING MANAGER’S CORNER 


Harristoc 


bland smile of ¢ 
thing to be superior 
wonder where his nex 
a privilege 


Why don't pou go all Ha 


HARRIS ADVERTISING LIMITEL 
‘e 


Class Distinetion 


Now were all for democracy and the abolition of 


ind we're ready to agree 
lack 
But among advertising 


is as good as his 


ing the fact that you can 
it when you see one. 


t among advertising 
' superiority and his 
\tter all, he’s got some- 
it He doesn’t have to 
idea is coming from 
of the Harristocracy 
slocratic yourself? 


distinctive showcards, clever cut-outs by 


HARRIS 


THE FIRM WITH EXPERIENCE 


30 K'NGLY STREET, LONDON, W.! 
1% 


1903 were guests of honou 
at the Savoy Hote I n left to 
works in the composing room-—W 
1930, who has just retired 

R_ Stenner (69), who retired trom 


The chairman. Cecil King 

im a wireless 
he British pavilion at the German 
Industries Faw which opens to 
morrow (Friday) 


* 
THAT Edwin C. Keliher, chairman 


of Keliher, Hudson & Kearns Ltd 
has been clected captain of the 
Cooden Beach Golf Club 

* . * 
THAT many teatile firms are becom 
img increasingly miterested im the 
possibilities of chiorophy!! impreg 
nation of clothing states the Dry 
Cleaning and Dyeing Journal 

* . > 
THAT Grayson & Grayson Lid 
ire publicising their science fiction 


books with a “take-off of the duph 
cated magazines run by fan clubs of 
this hobby 


>. * 
THAT 4.670 copies of 208 Maga 
ne were 30ld from the publishers 
stand during the ten-day run of the 
National Radio Eahib r 
* * * 
THAT the G. Street & Co,., Lid 
ericket club wound up season 
with two wins. They beat Clayhill 
C.C. second cleven 1) runs and 
last Saturday had a six wicket vic 
wy over Waterlow A Sons 
. * ‘ 
THAT Gova beat ( Prentis 
& Varley by gt at their 
innual cricket Sunday, And 
>. . . 
THAT Douglas Collins received 
both teams and |! ladies for 


lunch and tea at th sova factory 


Amersham 


Trying-i t-out 
exhibition 


Visitors to An hibitnon of 


modern drawing oft nd photo 
print room equipm« ng held at 
the Royal Turks Heid Hotel, New 
castle, from Octob to Novem- 


ber | by Hall Hard Lid., will be 
able to test t nt on show 
for themselves 
One of | 

tion is to give 
portunity to use 
scale which c 
showroom 


the exhibi- 
mer an op- 
pment on 4 
chieved in a 


To advertise th ition, space 
has been taken irchitectural 
and engincering j press and 
7,000 leaflets hav n circulated 


in Newcastle 


re b a F 
ee : i ae 


Four men who have worked with the 
at a lunch given b 
right are W. Croydon (aged 66), who 


Daily 
ernrrnes (A) company Se 
George King 


presented an ins 


Glo on a 
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from 


Mirror us inception in 
the chairman and directors 
retary since 
(96), who is an editorial executive 
eomposing room earlier this year 
i watch to Mr. Jennings 


rine 


to Mr 


THAT these posters, printed in Day 
black background, are 
being used on 600 London and SO 


Midiand Red buses by Lyons & 
Co., Lid 
> * > 
THAT the Gibbs S.R. toothpaste 
idveriisement showing a man with 


his head in a lion's mouth appeared 
in the same issue of the Daily Mail 
4 mews story headline “Lion 
ites his tamer's face 


, 
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SALes 


ri oval Cx 
Branch) F H. Bunn 


Monday, 
Pusticrry 
Get-together 


Lonxpon 
Hotel 


22 
CLus or 
Waldort 


6pm 
Tuesday, § 
Recent 
H 5 PR I 
fing educationa 
y. T a 
Atowyen Ciues President's Day 
golf tournament Addington G.C. 
AOVERTISING cious ‘ UAPORD 
- Light as @ sales 
u St. Giles 


Cius 
ja Plan 


ecture) 


ADVERTISING 
n Me 


Black Ha 


Mancresree Pusticrry Assoc 
TOW aMmeal meeting and inaugural 
Cafe Royal. Manchester 


PPTTTTITITITITITITILITTT LITT ea 
’ 
2 
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i pm 
Friday. September 26. 
Bertise Dmecr Matt 
ING) §=6ASSOCIATION 
and incheon 


ADVERTIS- 
annua! meeting 
Waldorf Hotel 


w DirLoma MEMBERS OF 
THE ADVERTISING ASSOCIATION 
annual mecting (5 pm.) and dinner 
6.30 p.m. Church House Restav- 
: rant, Westminster 
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HEIRESS 


She walks in beauty, like the night 
Of cloudless climes and starry skies, 
And all that’s best of dark and brighe 


Meet in her aspect and her eyes 


This photo of Petula Clark—soon to te seen in George Brown's Technicolour comedy “ Made in Heaven  —was token specially for HEIRESS by George Courten Ward 


Everyone agrees that the teen-age girl earns more money than ever 
before. She spends it on clothes, cosmetics and entertainment, sparing 
no expense to look well-groomed for every occasion. HEIRESS 
appeals exclusively to this influential market — it is the teen-age 
girl’s most valuable ally. Make its “ pulling power ’’ your ally, too 


Advertisement Manager : George H. Phipps 
LUTTERWORTH PERIODICALS LIMITED, 4 Bouverie Street, London, E.C4. “Phone: Central 1732-3 
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Malicious libel by 


HEWISON 


represented by 


ARTIST PARTNERS Ltd. 


9 Lower John St., London, W.1 


Gerrard 1157 (3 lines) 


KEY TO CHARACTERS 

HEWTISON DONOVAN CANDLER (Mor 
Dir.) « BETTY WHITE OMN BARKER 
ARTHUR DENIS, 


$32 


CURRENT ADVERTISING 


Higham’s signed for Simonds 


ale and stout sales drive 


H. & G. Simonds Lid... the 
rewers, have appointed Charles 
|. Higham Lid., to handle their 
idvertising The appointment 
kes effect from October 1 
re scal advertising covering 
of Simonds trading terri 
hey have breweries at Read 
Bristol, Devonport and Newport 
ng prepared for Tavern ales 
lvet stout Plans are als 
“ made for a big sales drive in 
mpany's ied houses 
%S, posters, transport advertis 
nd point of sale publicity will 
vd in the most intensive cam 
m which Simonds have eve 
ked 
. . o 
ACCOUNTS MOVING 


Radiac shirts go to 


Garland 


S. 7. Gartand Advertising Service 
Ned. have been appointed to handle 
n January | all publicity for 
Melotyre, Hogg. Marsh & Co., Lid 

kers of Radiac shirts. They 
vd to be the largest shirt 
ufacturers in the country. Both 
and export markets will be 

r 


- * * 
Colman, Prentis and Varley Ltd., 
now handling the advertising for 
Goddard & Sons Ltd., makers of 
! polish and furniture 
sing has started for God 
i polish and silver cloth 
in. triple space in the 
Also on the 
Radio Times 
ns magazines ( 
will be used for 
powder 
» 


cream 


* 
NEW ACCOUNTS 


Munktell Eskilstuna 

Sw n und = Pena Gotheberg 
Sw both manufacturers of 
| engines, have appointed Seott- 

and aeneetaie us their 


compan are 


{ i¢ 
turner 
mer 
vders Gr wp and 
he agency will also 
ym behalf of the other company 
* * 
Mayfair Advertising Ltd. have 
n appointed agents for T. H. N 
of Lincoln A 
ne will start shortly in farming 
heations 


seasonal 
* * 

NEW CAMPAIGNS 

scheme for Westbrook 


cosmetics 


\ new 


trip! 
Other 
papers 


Robert 


ind Sunday 
Agents: The 


Freeman Con ise 


New a. 


papers st 


* 
tising for Rizla 
d on Sunday 
imMpaign covers 
Sunday papers 
Is supported by 
“fl cour 


Mark Fawdry 1 i. 


window dis 

cards Agents 

* 

full colour page in Picture Post 
ylus positions in the Daily 
Daily Express and Vogue will 

sed a new scheme for K 


ees Agents S. H. Benson Lid 


ig ‘Coronation n offer — 
| by Fry’s 

ry's have launch d 
| tio on of tae for their cocoa 


” labels from ft 
sian Ge ec | Ib. 


Corona- 
Col- 
¥s cocoa 
six 4 Ib., or twelve 
oloured towel 
4 in 
will beg distributed 
and the offer will 
until May | 
advertising is being 


L 
, De * the advertising. 
* 


Pirie hostel on & Co., Lid. are 
launching a campaign to advertise 
their River series of commercial 
envelopes The schedule includes 
Punch, Apvearisex’s Weexiy, Law 
Journal. § viors’ Journal, Insur 
ance Mail, Business, Banker, Direc- 
tor, Solicitor, Insurance Record and 
Hotel Management Agents 
Rumble, Crowther & Nicholas Ltd. 

* * * 

Full pages wn the Daily Mirror 
Sunday Graphic and Daily Graphic 
half-pages in Sunday Dispatch, and 

Chronicle together with 
large spaces im the Daily 

r News Chronicle Daily Express 
and Sunday Express are to be used 
to announce a new series in 
Woman's Own—a series on Princess 
Margarct by “Crawtic” the Royal 
governess 

* * * 
Widespread advertising is to be 
for Harella Fet coats and 
} wonten Large 
»ooked in national 
rs 1 
redule 
Paper the 
c ind wom magazines 
nd trade press. Agents: Nevis D. 
Hirst Advertising Lid 
* * 


rs Sunday 


press 


Individual horoscopes by Petu- 
lengro are to be given free to 
s of Silver Key kings. This 
scheme is backed by press and 
nema advertising 
Halifax Lee. 
* 

There will be an ised appro- 
priation for a Kemdex denture 
cleanser campaign which will be 
launched next montt The media 
nclude national d s. Sunday 
Express, Evening Standard, Radio 
Times and = prov Agents : 
Greenlys Led. 

* * 
d provincial 
odicals for 
| and Dols’ 
! d by Curtis 
A serting Ltd. 

. 

The trish Gov m is t run 
} new campaign t ourage small 
savings through §S s Certificates 
od the Post Off vings Bank 
Agents have y ppointed 

. . * 
ascelloid Lid launching a 
Christmas sa ve for their 

Ht and toys on 
spaces have 
Jaily Express 
Picture Post 


Adve Ltd. 


19 i 


Gee 


Serremper 18, 1952 


Nylon Furleen 


campaign soon 


Introduction of nylon fur to 
this country will be announced in 

substantial advertising cam- 
paign now being prepared for 
Alfred Morr Furs Ltd. the 
British patertces It will be 
launched within the next few 
months when supplies become 
more plentiful 

Preliminary advertisements are 
already appearing in the Evening 
News, Daily Mail and Daily 
Express. The materia! itself is 
nylon throughout and wil! be 
varied in gauge and colour to dup- 
heate mink, ermine, ocelot, or any 
other skin. It is claimed to be 
moth proof, fire-resistant, un- 
creasable, easy to clean, almost 
impossible to wear out and in- 
expensive—it is estimated that a 
jacket including tax will cost 
about twenty guineas. It is ex- 
pected to revolutionise the fur 
trade 

Nylon fur was developed by the 
Defence Board of Canada for 
the use of servicemen in arctic 
stations 

Alfred Morris will be market- 
ing the product under the name 
of Nylon Furleen in the form of 
coats, jackets, capes muffs, stoles 
and hats. The company also holds 
the patents for almost every 
country in the world (one of the 
exceptions 1s Canada) and it is 
expected that nylon fur will be- 
come a dollar earner 

Agents for the company are 
Halg-MeAlister is. 


* 
New C.D. scheme 


next month 


For the first time two series of 
advertisements are to be used when 
the new Civil Defence Recruitment 
campaign is launched next month 
One will be for the Civil Defence 
Corps and the other for the 
Auxiliary Fire Service 

National daily and Sunday news- 
papers together with magazines will 
be used The slogans will include 
“We must be strong to preserve the 
peace” and “Join with your neigh- 
bours in Civil Defence 

Stereos will be supplied to local 
authorities for local press advertis- 


ng. 
Two 16-sheet posters—one for ’ 
C.D.C. and the other for the A.F.S 
will be used in selected areas. 
The agents are Everetts Advertis- 
ing -_. 


* * 
Big ads. for 
Rego reductions 


Rego launched their autumn 
campaign on Monday with a 154 in 
by six column advertisement in the 
Evening News. 

The scheme is 
policy of price reduction. In addi- 
tion to the Evenmme News, The Star 
and five provincial papers are also 
included in the schedule 

The J. Walter Thompson Co. Ltd. 
are handling the campaign 


announcing a 


The People is publicising a series 
of articles by an escaped LR.A 
leader with a newsaeents drive. 16- 
sheet posters throughout Dublin, a 
full page advertisement in Radio 
Review. and triple column spaces in 
Irish newspapers 
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OBITUARY 
W. H. F. Emmett 


Founder, chairman, and managing 
tor of W. H. Emmett & Co., 
and W. H. Emmett (Overseas) 
William Harold Francis Emmett 
ym Wednesday of last week 

¢ was 58, and although for some 
hus health had given anxicty to 
his family and frends, his passing 
8 an unexpected shock 
Emmett started in business in 
1912 and soon entered advertising, 
his first ap- 
poitment be- 
ing with the 
Ashby Service 
Agency Lid 
After serving 
in the first 
world war, he 
took part\cu- 
lar imterest in 
advertising 
overseas and 
eventually be- 
came an ack- 
nowledged ex- 
pert in this 
field. His 
knowledge 
and experi- 
ence, particu- 
larly of the 
Latin American markets, was con- 
sidered uncqualled 

In 1934 he founded his own adver- 
tising agency in Bouverie Street, and 
during the last war the increased 
urgency for exports gave full scope 
for his energies enthusiasm in 
this branch of ; using. He was 
one of the ers of Betac and 
Betro For three years he served 
aS managing director of Betac and 
then succeeded to the chairmanship 
He was a member of the Council of 
the L.1.P.A.; a member of the Insti- 
tute of Export, and a member of the 
finance commitice of the Advertising 
Association. 

Since the last war he had estab- 
lished companies in several of the 
Dominions and a Scottish company 
was also formed. He leaves a widow 
and three sons 

A colleague writes 
been many well-known figures in 
the advertising world but few have 
been so sympathetic and popular in 
Fleet Street as Mr. Emmett, known 

nends as Harold. He had a 

t of gold, always ready to help 

a friend in need—and not only with 

advice. His familiar silhouette will 

long be remembered by all those 
who knew him and loved him.” 


Gilbert Smith 


The death has occurred, at the 
age of 47, of Gilbert Smith, assistant 
managing difector, J. Wix & Sons, 
Lid., and for many years in charge 
of advertising 

He joined the firm in August 
1931. when it was running a gift 
scheme. in the capacity of buyer, 
and he subsequently retained the 
function of purchasing manager, 
which included the buying of print. 
In recent years, when clected to the 
board, he took over the control of 
advertising. 


H. 


Harold Harper (50), publisher of 
the Stockport Advertiser series of 
newspapers, dicd while watching a 
football match between Port Vale 
and Stockport County last week. 
A verdict of natural causes was 
recorded at the inquest 

Mr. Harper had been associated 
with Swain & Co.. Ltd., printers and 
newspaper publishers, High Street, 
Stockport, since he was apprenticed 
as a boy in the printing department. 


W. H. F. Emmett 


“There have 


The firs: two-colour double-page spread advertisement ¢ 
this continuati 
Met ann Erickson 


in “Picture Post” is 
campaign (Agents 


er to appear 
Esso Petroleum Co.'s 


Advertising Ltd.) 


”" i the 


Colour spreads in ‘Picture Post’ 


© Continuea from ‘page 479 
ROYAL PICTURES 
COMPLAINTS 


British Photographers for enlarge- 
ments from negatives owned by 
the customer No complaint 
about the charge has been 
received, state the photographers 

lt is further pointed out that 
the demand for mass produced 
reproductions at low cost wil] be 
met by other means The 
approved portraits are already 
being reproduced by mechanical 
methods and by photogravure 
with a view to satisfying this 
demand. 


Purchase tax 

problem 

The reproduction of these 
photographs on souvenirs has 
been dealt with. At a meeting of 
interested ties last month, a 
maximum fee was agreed. 

Another thorny point is that of 
purchase tax. As things stand at 
present, tax is chargeable on al! 
re-accession portraits required 
or Coronation purposes, but 
post-accession photographs will 
be free of tax for one year from 
October 1 

It is argued that all such photo- 
graphs should be tax free, and 
representations to this effect are 
being made to the Treasury by 
the Institute of British Photo- 
graphers. 


Use in displays 
‘encouraged’ 


ISBA News Sheet states: “No 
very clear ruling has yet been 
given as to the eatent to which 
Royal photographs may be used 
as features in window displays at 
the time of the Coronation 
However. we understand from the 
Home Office that the display of 
such photographs is not only per- 
missible but is to be encouraged, 
provided it is solely intended as 
a patriotic gesture. The associa- 
tion of Royal photographs with 
products in window displays in 
such a way as to convey the im- 
pression that the products were 
used by Royalty would constitute 
an offence.” 


Over 2,000 advertisers and 
agents have been advised by Pic 
ture Post of “the most compre 
hensive offer of large spaces ever 
made in this country 

The magazine announces the 
creation of nine different double 
page advertisement spreads, using 
different combinations of mono- 
tone, two-colour and four-colour 
Cost of these spreads ranges from 
£2,000 to £4,000 In certain 
cases Measurements are 20 in. x 
13 in.—an over-all area of 260 
square inches of advertisement 
A full colour double rage spread 
will be available at certain times 
in the centre of the magazine at 
a cost of £4,000 

Copies of the first of the two 
colour spreads (reproduced above) 
will be sent to “Esso” dealers all 
over the country. with a message 
from George A. Cooner adver 
tisement manacer of Picture Post 
stating that this advertisement 
will be seen by one of every four 
motorists in the country 


4,000 ads. were 
stopped last year 


Last year the advertising in- 
vestigation department of the 
Advertising Association succeeded 
in stopping 4,000 advertisements 
from appearing in respect of such 
things as bogus shares, worthless 
“degrees.” certain building socie 
ties and finance houses. medical 
“cures.” weight reduction, and 
other unsubstantiated claims 

This work is emphasised by 
Brian Ff MacCabe, managing 
director, Foote. Cone & Belding 
Ltd.. writing in World Review. 


Hospital Board ads, 
£39,000 a year 


The suegesiion that Regional 
Hospital Boards should have their 
own publications, “lik the Civil 
Service” in which to adver 
vacancies, was made by 
Beevers at a mecting 
Revional Hospital Board 

The Leeds Board spends £39,000 
a year on advertising, and their 
general purposes committee is to 
consider the whole question of ad- 
vertising policy. 


ADVERTISER'S WEEKLY 


Municipal 


Journal 
Limited 


The Liabilities and 
Assets of The Municipal 
Journal Limited, have 
been taken over by 

a new Company 
bearing the same name 
but having a greatly 
increased capital 
structure, 


Directors and Man- 
agement remain 
unchanged. 


A notice will appear 
in next week’s London 
Gazette confirming 
that a final meeting 
of the shareholders of 
the old Company will 
be held on October 
31st, 1952. 


A preliminary state- 
ment regarding the 
change of capitalisation 
was made in The 
Municipal Journal of 
December 7th, 1951. 
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Published weekly by Trade Chronicles Ltd. 
Rate Card and specimen copy from 180 Fleet Street, E.C.4 
Telephone: CHAncery 8844 
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Biggest paper 
since 1939 


Biggest newspaper published w 
Grimsby since the outbreak of war 
was produced on Friday by the 
Grimeby 9 News-Pictorial, wih an 
issuc Of 32 pages dou! the usua! 
s2 which ws 16 pages Occasion 
was the Shopping Weck img run 
by Grimsby Chamt f Trade, and 
the issuc included wcial 12-page 
Shopping Week supplement 


For the first im nee 1939, th 
North London Prew. of London 
C ountics newspap had a 20-pag 
suc » Fnday. Sev 
devoted a news and advertising 
supplement for Isiington Chamber 
of Commerce Fes f Trade 

* . * 


Our Cats, mo nagazine for 
cat breeders and pe! owners, is to 
announce shortly ra ncreases for 
advertisers eflectiy from the 
January 1983 sou owing to 
nereased circulauon 

. * * 

Next year Pios & Needles will b 

published = bi-monihly nstead of 


juarterly 


pages we 


*. al * 
Published by Whiuman Publishing 
Company, with off n London 
snd Pars. is New World Astrology. 
1 Thi 4) in. magazine. October 
Pages between sem 
s. abou pages being 
istrological 
consultants palmists and others 
st print ord 10,000, Price 9d 

. > * 
Page size of the Molesey & Ditton 
News has been increased from folio 

154 x 21} in 


tisements from 


of November 26 
. run several 


| Legal and Gazette 


NEW COMPANIES 
wag 


WwW. R. Clarke- 


Geeat Portland 


capital: £100 
rd 


CORR pete. thy are 
taken from the Dully Register compiled 
by Jordee sed Som. Lid. Company 
R 116 Chancery Lane, 


pages of advertisements featuring 
riinsh toys Many leading toy 
nanufacturers have booked space 
T he will be an ilustrated intro 
duction to the section on the British 
”y trade 

* > * 


Chemical Products wi!) increase 
(S$ page type area to 10 x 7 inches 
from January next 

> > . 

Woman's Own issuc of September 

25 will be 60 pages 
> * 

tlhe mop with a wooden 
handle is used to hold together a 
new Home Notes promotion folder 
to accord with the slogan “You can 
mop up 0,000 women who are 
proved buyers for family and 
hon Other current Newnes- 
Pearson promotion material is for 


Dublin evening newspapers, now 
i}d., will be 2d. from September 
29. No decision has been made 
about morning or weekly papers. 


Tit- Bits, the cosi per pag pet 1,000 
of which is given as 6s. 5d.; The 
Smaltholder, ‘© announce four 
t beginnin next 
und Am.teur Garden 
folder, illustrated by a 
of roses, announces three 
al autumn numbers next month 
* * * 


~OoOm ssucs 
Wednesday 


whos 


Coinciding with the Jewish New 
Y S713. the first number of 
“Halapid—-The Jewish Torch” has 

wsued in Dublin. Described 
as an official monthly publication 
devoted to c interests of Irish 
Jewry, this 32-page magazine sur 
veys every aspect of the com 
munity’s hfe in Ireland 
* . . 

September issue of Domestic 
Equipment is the first to contain 
100 pages 


WILLS 
tas Eowarp Girne, of 2) Dalbury 
Buemingham. produc- 
~ Longley Led., 
studio mana- 
left 
net 


of Twitten 
Corner, Sandy 
Sefera’ Manager 
Publications t 
Weortd Sports) 


and Sporting 
Sporting Record and 
formerly for many yeam 
manager of the Evening 
£25.5819 i7s. 2d. gross, 
net 
Taomas Farey Cuarer. of 9 Gipsy 
Lane. Kettering. Northants,. a 
o East Midland Allied Preas Ltd., 
£24,870 15s. 44. gross, £14,000 Ils. 74 
net 


BANKRUPTCY PROCEEDINGS 
Taree. 0 Har- 


adver 
August 


nd 


s 
Receiving Order 


CHANGES OF ADDRESS 
Publicity Co., Lid.. to 6-37 
Thames Sweet. E.C.4 
Banker advertiement department 
Poultry. E.C.2 
Advertising Lad. to 
1 


Queen Victoria 


Holborn, WC 
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- “Porgy = Ga q, Textics. and to a © business of ect 
ny ~ | 3 ae neral advertisers, n turers of ad ‘ 
ms d Cir , “Nd theag of ; ne ‘ Matctials Nominal 7 capita! 
‘Cul is pi, Jj £5,000. Directors: R Maskell and 
Alt ") ty ¢ lar any J A. Michi 
“lf 7e Printed Productions Londen Led. 
C fy Sese Pre Designers wad produces oof. contractors 
ide. c- foe and specialist advisers © questions 
rt aun t print ad ted and tus- 
trated productions of al hinds. Nom mal 
apt 1.o00 s nibers s » 
: Aone ‘end G 1 Hammerton 
Acresmith Exhibitions tnd. 19 Buck- 
4 naham Street. W ¢ Exhibition pro- 
La motors Nomina apital £1,000. 
me Director: CC Akers sod 
ane Keen 
ae Skelt Lambert Led Es 
; f Street. London. ‘V1 Publishers, printers, 
advertising contractom of agen, electrical. 
7 cinematograph. con adio, television He . 
and recording prod emtertainment _— as 
contractors. phot n ‘“. printers, and as 
in particu’ar publish the “Celebrity” 
directory ~ concer : radio artistes 
: Nominal capita an Yirectors: Mary 
| D_ Falconer and ( Falconer “ 
4 | Doran Press Lid. Sute 1, 120 Wis Uppe 
more Street. Lond “w Publishers The 
proprictors, and producers of sewspapers to 9 
4 | books. magarines. Now , R 
7 Dir Bar-Koch * a Hed 
: | (The sbove.mention. + of Christian Herald es 
Street. London. E.C.4, on September 22 
Pp ten a oni J oT rahe 
7 9 Eden Street. London. N W.1 
Maxwell Clarke Ltd. © 4-35 High 
a —_— eee Loaden, WC.2) a | 
~ - aS 


mt. 


Serremper 18, 195) 


ADVERTISER'S WEEKLY 


CLASSIFIED ADVERTISEMENTS 


EXPERIENCED SITE FINDERS 
For London and Prownces required by 


well-know Outdoor Advertising 
Or gansatio penerout salary, exce 
lene poss: Dilitres and permanent 


Positrons to men able to produce good 
resutts. Comemuss upenses paid 
Wrete giving full de 


= 4452 
Advertiser's Weekly 186 Fleet 61 EC4 


SING. IN LIVERPOOL. Young 
| known Company 

with Catalogue Production 
and with general activities of the Pub- 
city Department Must bave g00d 
koowledge of prim. and preferably with 


etme and salary required 
Box 261) Ad. Weekly ry Pleet Ss Bce 


MAIL ORDER COPYWRITER 
Good salary and excellent pros- 
pects of advancement. Previous 
Mail Order experience essential 
Manchester area 


Box 2700 
Advertiser's Weekly 180 Fleet 61 EC4 


REPRODUCTION DRAUGHTSMAN i» 
—— immediate'y for approgimatcly 
six months for preparation of 

fre ass drawings for 
neers year book 


quired ’ “rout ndon Agcncy 
Wwe t f ab a. eaperience o 
Box Week mF ts ebcs 
EXECUTIVE rea by nationally 
known utdoor one er “ing Company 
y som, giving fw ictails of ex 
« “me with age ang salary required 
should be made only > hose with 
wide knowledge ant general capericnce 
{ poster sites im a) parts of the 
untr 


wry 
2s Ad. Weckly 180 Fleet St BC4 


Woman 
Sales Promotion 
Vacancy 


This executive appointment 
in the Sales Promotion Depart- 
ment of one of the leading 
periodical and magazine publish- 
ing houses, represents an ex 
cellent opportunity for a woman 
under 35 who has had some 
experience in the publicity 
field (secretarial or otherwise) 
and who believes that she has 
the imagination and ability to 
create and develop ideas that 
sell. 

Her work will be mainly de- 
voted to the promotion pro- 
gramme for a number of im- 
portant publications for women 
and will call for a balanced sense 
of judgment and a constructive 
critical faculty in the publicity 
approach to ail feminine 
interests Salary will be in 
accordance with qualifications 
Letters giving all details ap- 
propriate to selection for inter- 
view should be sent to 

Box 2680 
Advertiser's Weekly 180 Fleet 61 EC4 


All applications will be treated in strict 
confidence 


oMMERCIAL ARTIST Packaging 
RATES APPOINTMENTS VACANT, S*. 64 per lime. 40. per dipiey panel tech. prefers y capabic of good modere 
APPOINTMENTS WANTED, Ss. per Ene, 355. per dixpiny pasel inch. Al othe: lettering. Apply first by letter, stating 
classifications, 4. per lee, 455. per divpiay panel ech. Misteem, 5 tees. Bea No age. experience and salary required. 
charce, ope Hee ple O4. 


applicates: ef Hunt vonage Lid Theydon Road, 
‘ 


pestege, etc. Series mates on 
UST BE PREPAID. Addrem: “Advertiver’s Capron 


POSTER ADVERTISING COMPANY 
neat Birmingham fequires young 


APPOINTMENTS VACANT gy ye 


safl control, site finding, Town and 
County Planning cwsentia! 


phy Fa - aust Box 269) Ad Weekly 180 Fleet St BCs 


the applicant & « Gee aged 16-464 inchesive or © women aged 16-59 tachestve ADVERTISING AGENCY requires cx 
oo @e provision: 


the perienced lettering and layout Artist 
Write giving full particulam salary. 


required to 


EXCEPTIONAL OPPORTUNITY! 
for a first class 
copywriter executive 


A leading London Publishing House has a vacancy for 
a brilliant executive of about 35 years of age 

The applicant must have a wide and really first-class ex 
perience im modern advertising and publicity administra 


The position is of special appeal to one who js ambitious 
and 1s seeking greater scope for his abilities in a pro- 
gressive house which offers a job of responsibility, carry 
ing with it a good salary and advancement 

All correspondence will be handled in strictest confidence 
Applicants with the above 
giving fullest particulars of experience, age and salary 


qualifications should write 


Box 2678 Advertiser's Weekly, 180 Fleet St., London, E.C.4 


c&.. 
Box 2690 Ad. Weekly 180 Fleet St BOS 
FIRST CLASS VERSATELE LETTER. 
ING ARTIST required. Koowtedge of 
retouching desirable Pive-day week 
th bonus and superannuation scheme 
otaprimt, Honeypot Lance. N W.9. 
GUNERAL ARTIST with considersttc 
abiiaty and experience requed by 
Loadoe Consultants specisining © 
publicity for the engineering indusry 
Applicants should state salary required 
Rox 2695 Ad. Weekly 180 Pleet & BC4 


LAYOUT ARTIST 
opportunity for creative agency man 
atc & produce good finished layouts 


tion, with marked ability to create ideas, make effective use Write, stating age, cxperience and 
of Market Research and Statistical data, write “copy” for salary to 
Press and Trade Advertising and Promotion Brochures F. JOHN ROE LIMITED 


2S Ann's Square 
Manchester. 2 (Tel. BL Ackfriars 9786) 


PUBLISHING COMPANY require keen 
youns Director able w take leading 
pert 9 management and forward plan- 
ning preferably with some knowledge 

and Advertising Investmem 
wired. Reply wo 
2752 Ad. Weekly 180 Flee: & BOS 

ASSISTANT LAYOUT ARTIST required 
for Publietty Deperunent Lettering 
and knowledge of type an advantage 
Write giving details of experience and 
salaty required 


ARTIST required for iayout and letter 
n Jisplay using half-tom ~« line 
work m Diack ang colour Experienced 
bio k-making and typography Kaowl 
educ of jowrnal production and eng 

Ting subjects an advantage Soope 


ylications Ltd 


4 Lodgate Circus, London, E.C 4. Tele 
phone Centra! 4353 
wees END AGENCY requires Copy- 
rit Visua er! with pre-war cxperi- 
one Send full” details and salary 


required 
Box 2685 Ad Weekly 180 Fleet St BC4 


SPACE SALESMAN required for old 


established trade paper—fiest in its 
fieid Really cacelient prospects for 
young man with initiative Salary. 
commission and cxpensecs Write in 


Box 2692 Ad Weekly 180 Fleet St BC4 


SALES DEPARTMENT of Large Photo 


ataphic Organisation offer reapomible 
post in London wah good prospects 
for fully qualified shorthand typist 
Photowork Lid. 73 Baker Street, 1 


FIRST CLASS ALL-ROUND COM. 


MERCIAL ARTIST with sound Agency 
experience required by leading Ficet 


nag 
Box 1039 Ad. Weekly 180 Fleet St BC4 


WANTED 
ADVERTISEMENT MANAGER 


for new monthiy featur magazine 
10,000 print 4844 opp proja tod 
ateatee Manchester area Linked with 
tw thers already launched outer 
areas. and third appearing Stockport 
November next Great nance live 
man with mua! Pitacts Apply 
Deo'phin Pres jla Schoat Road 


& LARGE Group of Engineering Com 


panics withes to appoimt a OCOPY 
WRITER for its Publicity Deparument 
App xants should have an cngincering 
echnical background ang some journal- 


tet «perience. preferably with tech 
ical papers Age between 25 and 35 
The responsibilities of the successful 


appikant would include collating copy 
for tectnical publi ations, press releases 
and ‘© act as @ general assistant in 
be Publicity Department Salary by 


Box 269% Ad. Weekly 180 Fleet St BC4 


Avot t —, First class man re- 
qui t tablated Technica) Agency 
—Pre ous ‘ageery experience oxsecntial 


fa! lly inctuding salary required to 
a 69” Ad. Weekly 180 Pleet St BCs 


‘Phone your Classifieds to CHA 8844 (Ex 25) 


— all-round genera) artist required 


to 
Box 2774 Ad. Weekly 180 Pleet St BCs 
DESIGNER required by well-known 


Apolwan s concern for produced plastic 
have at least * years previous poim of sale duplays aids. Full part 
eaperieme culars and salary required 

2696 Ad Weekly 180 Flee St BC4 Box 2694 Ad Wecek!y 180 Fleet St BC4 


MATHER & CROWTHER LIMITED 


TWO NEW 
WRITERS WANTED 


(1) Senior position calling for considerable 
experience. Should the experience embrace 
journalism and a knowledge of farming 
affairs, so much the better. 


(2) A similar requirement for a slightly 
less senior position. A sound knowledge of 
engineering is needed in this job. 


WRITE: 

R. A. Usborne, Creative Department 
Mather & Crowther Led. 
Brettenham House, Lancaster Place 
London, W.C.2 
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ADVERTISER'S WEEKLY 5% 


CLASSIFIED ADVERTISEMENTS 


Leading trade journal requires | 


ADVERTISEMENT 
MANAGER 


pervoms amewering these adver'ihcments must 


excepted from the proveloms of the 


Notification of Vecuactes Order 1952." 


APPOINTMENTS VACAN 


Good salary and prospects 
experience in similar Capacity 
essential, Write in confidence 
giving full details of previous 
experience 

Box GA 776 


47 Salisbury Court, Fleet St, EC4 A first 


class Dublin (Eire) 


eeeeeeEeEeEeEeEEEeEeEeEeE attractive position for a really experienced 
EXPERIENCED 1 ert ave ‘ 
Ma bem at ‘ 
ER VISUALISER 
miss ston 
en " t “ir 
y letter, en.tosing ane or two she ches LAYOUT MAN 
. ne Cece aa 
en and slaty j ! 
CARLETON RUSSELL LIMITED Knowledge of typography a distinct advantage. This is a first 
A a Ueplay ve s s. 3 
Han Squa # : class opportunity for a man whose past experience proves 
st Bec RFT ON AG aNTs yuired § for 
A - td, . asious his ability to get on top of a job and turn out really good 
HO Fleet St BCA work, without temperament. Send full details in confidence to 


LETTERING 
ARTIST 


£1,250—£1,500 p.a. 
(with Income Tax only 6/6 in the €) 


Advertising Agency has an 


Box 2699 
Advertiser's Weekly, 180 Fleet Street, London, E.C.4 


quired Sma growing Studio has 
seme toe ¥ a Arte ne cary 
* s ambit and ke SHORTHAND - TYPIST. Interesting 
Wote for sppomumen literary and advertising work Good 
Box 1668 salary and prospects Foyles 121 


Charing Crom Road, W 6 
Adwertiver’ on! Fleet 61 ECS 
ae o Wrety YOUNG GENERAL 


ARTIST required 


Toanenan » help established Freelance Wriec 
HONTOR eer TERK x hos 2681 Ad. Wecek!y 180 Fleet Si EC4 
; $ Knowledg f setting a” 
i ma work desra not casen ADVERTISEMENT MANAGER for tw 
4 : ‘ sting salary fe month y cass magazines Salary . 
iu 8 H.R ¢ wihe penses and commuasion. State cape 


eme 
Box 2682 Ad. Weekly 180 Fleet Si ECs 


One of London’s most talked-of 
agencies seeks to fill the newly-created 
position of ART DIRECTOR 


Whoever may be selected t ~ oy this, the most important 


position we have ever ad ined. w have brought « 
stingu ls srecr im & aoe to @ Otting climax 
I me * =rry « . Directorship almost from 
and reg ‘ background of @ brillant 
oa man ww som 0 years agency cuperience 
. i a es here w Thak ¥ nigh impomiblce for 
. A » « «! ecative work in bis Own righ 
‘ and ex y are nded to be reflected in 
“ © approe Piesentation He will be the pb of 
s eae ‘ ientially brillant younger 
‘ "I ‘ . < Jinate cam 
iow : fall 1 . with the assistance of 
s stud nanager a) artists we maintain for 
xorma n peciala " day finisbed artwork 
Fina ) wil ec teg t . ol the purchase of 1 
artwork ¢ rh) fc amd he ate knowledge of sources of 
. a ‘ y i. & of paramount importance 
w“ ‘ 1 “ tha +s positon i going » be an casy 
than six men in London 
wh f 4 s . a fortunate enough to find 
“an we «8 and w : the position will remain open 
” " p i of salary take care of itself 
if having 2 na ver carefully, you are 
amu ce ur problem 
+ 4 . . yt $ a to 
‘Creative Director,’ 


Napper, Stinton, Woolley Led. 
14.19 Great Chapel Street, London, W.1! 


‘Phone your Classifieds to 


SMALLISH LONDON AG ENCY “On 
the Move ' 


s looking * young lady 
who f s that she . has a future 
n Ad sng In first instance 
she w be the ““Right-Hand “ the 
pariner ks af Space 
Ax n he other 
rou.in y fe In 
me. § » f one 
cm There is 
al { good § fashioned hard work 
ahcad-—t sa nance hat doesn't 
<ome along every day Replies to 
Box 5 Ad. Wecek'y 180 Fleet St EC4 
Tee HNIC ae RL id Wide practical 
exper ectrica and Mechanical 
Enginee ay essentia Knowledge of 
Li romics prefera Required by 
cading wtrumen firm located n 


Boa AC 754%. Samaon Clarks. 


G oucestershire Aonly with full details 
57/61 Mortimer Street. London, W.1 


FREE LANCE 

GREETING CARD ARTIST 
must be versatile and fully experi- 
enced in turning out finished 
designs for LITHO and LETTER- 
PRESS reproduction. Constant flow 
of work to right artist. Letters first 
please to 


Box 277! 
Advertiser's Weekly 150 Fleet St ECS 


EXPORT SALES ASSISTANT BRITISH 
SCHERING LIMITED, manufa turers 
Med p t 


™s giving age 
xperience should 


be addressed in nee to the Sales 
Managcr (Pharr ca Division) 
British Schering | 23) Kensing- 
ton High Sweet fon, W.8 


LETTERER Spon required for 
Micresting spare-tin job in adver.is- 
ing. Outdoor work Piease ring MAI 
a7e2 

A MARKET Rese ARCH SPECIALIST 
is required “ion afca by & 
ading man « ring »mcerm produc- 

ymmodities for 
tia nginecring. wood- 


work and a The position is 
aD c . srovides an excel- 
emt pportu 1panding organts- 
a nf a pers cally oustanding 
ability with op record of success 
nm this ficid. § anhal salary accord- 
to qua : 1 experience 
Applications giving iis of career 
te t 


> date y sdidressed to 
Box 2686 Ad. Weekly 180 Fleet St BC4 


Sertemper 18, 1952 


PPOINTMENTS VAC 


SOUTHERN RHODESIA 
New Advertising Agency in Salmsbery, 
mmediatey firsi<lass. ail- 


progress 
o & rapid y caupanding organisations. 
AIR MAIL full details no specimem, 
t Manager. Capricorn Advertising, 
P.O. Box 1485, Salisbury, 5. Rhodesia. 


be cathusiast and 


YOUNG PRODUCTION ASSISTANT 
‘ower 20) required with knowledge of 
ayout, blocks, etc.. and preparation of 
advertisements for the Press Apply 

Mur rray (Advig) Lid is 
c 


LEDGER CLERK wanted in medium 
size Agency Typist preferred. £7 * 
Box 2687 Ad Weekly 180 Pleet St BC4 

EXPERIENCED SPACE 
wanted in Sowbern Coasts Areas. 
Good commass,on bote! allowance, 
point to point expenses, Bonus. 
Ace's Agency Thurtand Chambers, 

Nottingham 


busy publicity 
have good know ~ of the various 
printing presses and the keeping of 
records Age 22-26 Write stating ¢z- 
perience and salary required to 

Box 2773 Ad. Weekly 180 Flee: St BC4 


TECHNICAL PUBLICATIONS 


An experienced man aged 25-35 is 
required to take charge of the Technical 
Publications Section of the Publicity 
Department of The Daimler Company 
at Coventry. Sound knowledge of ail 
phases of instructional book production 
is essential. Ability to understand tech- 
mvcal matters and write technical copy 
dewrable 

Write, stating age, experience and 
salary required, and mark envelope 

Confidential”, to 


The Publicity Manager, 


THE DAIMLER COMPANY LTD., 
COVENTRY 


VITREOUS ENAMELLED IRON SIGNS 
Salesman required in London area. 
Sa ary and commission 
Box 2684 Ad. Weekly 180 Fleet St BC4 


STUDIO IRWIN 


EXTENSION 


Vacancies for 
FIRST CLASS 
RETOUCHERS 


and 


STILL LIFE 
ARTISTS 


Write or telephone for 
appointment 
STUDIO IRWIN LIMITED 


Irwin House, Gough $q., E.C.4 
CITY 2171 


ADVERTISEMENT REPRESENTA 
Salary/commission to _ live 
classified salesman 
teal angie for selling 
immediately to 
Bou 2776 


Trve. 
display/ 
New weekly with 
Write fully, 


Ad. Weekly 180 Flee: St BC4 


CHA 8844 (Ex 25) 
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Serremper 18, 1952 


PPOINTMENTS VACA 


ABBEY DISPLAY 


COMPANY LIMITED 
Spevtalists in Point-of-Sale Advertising 


are enlarging their design 
Studio and invite applications 


from 


Creative artists thoroughly 
experienced in constructional 
and graphic design for show- 
cards, cut-outs, crowners, dis- 
Play stands—all forms of 
printed point-of-sale advertis- 
ing material 

This is an expanding company 
offering good progressive jobs 
to keen experienced men. 

Phone for appointment to 


Studio Manager 
Grosvenor 832! 
THE ABBEY DISPLAY CO. LIMITED 


49 CHARLES STREET, BERKELEY SQ 
LONDON, W.! 


© commimsion basis to sell 
for established weekly and sub- 
sdiary ventures, conscien jods work will 
yeild exceptional remuncration. Al 
areas 

Box 2753 Ad. Weekly 180 Pleet St BC4 


BOROUGH OF WANSTEAD AND 
WOODFORD 


CORONATION CELEBRATIONS 
1953 
APPOINTMENT OF 
ORGANISER 


Applications are mvited for 
his whole-time appointment 
from persons having previous 
experience m organising local 
celebrations or events of a 
similar character. Co-operation 
with local associations, as well as 
organising Council activities, ss 
involved. Outline programme 
ilready prepared. 

Appomtment ts almost im- 
mediate, and will continue until 
about mid-Junc Total salary 
for the period to be agreed (400 
guineas, or more) Reasonable 
expenses paid 

1 will answer inquiries, but 
applications must reach me by 
3th September 

A. McCARLIE FINDLAY, 

Town Clerk. 
Municipal Offices 
High Road, 
Woodford, E.18 
1%h September, 1952 


ADVERTISEMENT MANAGER progres- 
sive weekly group; keen salesman with 
revenue building ideas, photo and letter 
in confidence 1 Managing Director 
City News, Manchester, 1 

YOUNG ARTIST, compicted National 
Service. coquired for publicity depart 
ment of national publishers. Will be 


display work, booklets, pamphlets. cic 
Write giving details of age, experience 
and traming to 

Box 2689 Ad. Weekly 180 Fleet St BC4 


CLASSIFIED ADVERTISEMENTS 


APPOINTMENTS VACANT 


PUBLICATIONS EXECUTIVE 


An imternational organisation, 
maisting on the highest standards 
of design and reproduction, secks 
a man to handle the production 
of its printed matter under the 
general direction of the Advertis 
ing Manager and in collaboration 
with leading designers and adver- 
tising agencies. Expert knowledge 
of printing processes, informed 
by a sympathetic appreciation 
of contemporary design, is the 
major qualification. 


Box 2679 
Advertiser's Weekly 180 Fleet St EC4 


EXPERIENCED SPACE SALESMAN re- 
quired by « small established Trade 
Journal in process of capaending. Good 


>mmission. 
Bou 2688 Ad Weekly 180 Fleet St BC4 


LAYOUT 


AND 
IDEAS 
MAN 


We need a g00d cfeative layout 
artst to work on account ranging 
trom cosmetics to crawler tractors. 

The requirements area good 
sense of design and typography 
and the ability to produce first- 
class rough layouts and visuals 
Agemy experience is essential 

This job offers executive responai- 
bility and a bright future for «o 
man who can ft in with a plan- 
fing afd production tam and who 
feels that bis best opportunitics lie 
wih & young 40d sgrowime agency 
Salary is fully in accordance with 
qualifications and experience 

Full details (no specimens yet) to 
the Managing Director 

JOHN BENINGTON LTD., 

5 New Court, Lincoln's Ian. W.C.2 


wants assistant who can 
succeed him shortly in indus- 
trial organisation in the North 
Midlands. 
with good prospects, salary 


Interesting job 


and superannuation scheme. 
Mainly technical press, exhibi- 
tions and print. Write, giving 
age. experience and salary 
required, to ° 


Box 2772 
Advertiser's Weekly 180 Fleet St EC 


APPOINTMENTS WANTED 


EXPERIENCED ADVERTISING 
EXECUTIVE. Business developer 
competent administrator, accustomed to 

i eat level, seeks 

Dm arity. energy and 
loyalty will be appreciated Hy 
z Fleet St BC4 


Box 27% Ad. Weekly 186 


PUBLICITY MAN, 29. secks greater 
sOpe afd reaponsibility Experienced 
direct mal wih one of largest users 
Brochure, exhibition and press produc- 
ten and planning Keen interest in 
copy’ riling Freedom with eespons- 
bility preferred high salary 
Box 2°54 Ad. Weekly 180 Fleet St BOS 


FULLY EXPERIENCED ADVERTISE- 
MENT representative invites assignment 
any part of covetry. spe ality—guides 

directories brochures, cx. Own car. 
Reply 
Box 2755 Ad. Weekly 180 Pleet St BOS 

YOUNG MAN, 26, Inter DAA... 3 
years’ studio caperience. socks progres. 
sive §8=— position os om Advertuing 
Agency Any capacity .onsidered 
Box 2757 Ad. Weekly 180 Ficet St BCA 

FEMALE JUNIOR (17), CCE Engin 
and Arlt fcoquirces imtercsiing and pro- 
gressive post 
Box 2758 Ad. Weekly 180 Fleet Si BCS 

SPACE SALESMAN, young. cnergetic, 
wel travelled having § «6 successfully 
worked “impossible” territory, secks 
change 
Box 2759 Ad. Weekly 180 Flee: St BOS 


ADMINISTRATIVE, 
PROFESSIONAL AND TECHNICAL 
MAN 


WITH LIFE-LONG 
ADVERTISING EXPERIENCE 
AND AN AUTHORITY OF THE 
1. CP. ACT (OONTROL OF ADVER- 
TISEMENTS) REGULATIONS 1948 
wiehes tO WIN Ofgenation requiring 
@ man wih these qualifications and 
euperience (tO caperty oegotiate the 
compics probicms aruing from adver- 
ting and legivla.jon 
NOW HOLDING AN IMPORTANT 
POST, WITH A_ BACKGROUND 
SECOND TO NONE, OPERATING 
AT THE HIGHEST LEVELS. 
Reply in strictest confidence w 
Box 275) 

Adverticer’s Weekly 180 Fiect 6 EC4 


ALL-ROUNDER sccks change. Studio 
and agency caperienoe Finished art- 
work, visuals 
Box 2760 Ad. Weekly 180 Pleet St BC4 

EDITOR, House Magazine. prem officer, 
mportant Company ecoks change 
Domestic reasons. Southern half Eag- 
land (not London) 

Box 2598 Ad. Weekly 180 Fleet & BCs 

ADMINISTRATIVE EXECUTIVE secks 
appointmemt in Pub Department 
of Industral Organsation Othce 
management. budget control, ct in 
addition to sound practical cuperience 
wn nearly af aspects of production, 
media work and prim buying Full 
details on application 
Box 2777 Ad. Weekly 180 Pleet St BCs 

TECHNICAL FELLUSTRATION. Com 
petemt artist desires further free lance 
part-time work All general tech- 
nical subjecu. Telephone EALing 8634 

ADVERTISING MAN, 20 years’ experi. 
ence im large and medium-sized agencies, 
expert on mechanical production and 
copy-<contect, at present sdvertising 
manager world-wide business. seeks 
advertising Managership of key pasition 
im agency 
Box 2657 Ad. Weekly 180 Fleet St BCS 

YOUNG MAN, 29. at present holding 
two year old cxecutive position con- 
trofiing all promotional media in retail 
multiple company, would be interested 
n opportunity to develop Public Rela- 
toms Department or Agenmy per) 
ence includes four years in two 
international news agencies. five years 
in Public Relations handling wide 
variety of accounts and awisting with 
administration Excellent contacts 


rite 
Box 2779 Ad. Weekly 180 Pleet S& BCA 


TUDIO HIRE 


VERY LARGE PHOTOGRAPHIC 
STUDIO for Hire, by the bour or day 
Latest DE VE equipmem Expert 
amistance. for calowr of Diack and 
white, if required. Pulitzer Stadio Lid, 
5 Kensington High Sireet, W 8 Tei 
WES 2647 and 9592 


’Phone your Classifieds to CHA 8844 (Ex 25) 


for «al in oe One 
CoryYwRitTER a he t 


lot already taken up: another avai 


tainer bass. Unique freelance service 
with abeotute secrecy and devoted in- 
u hab 


Sureet 
Box 2761 Ad. Weekly 180 Fleet St BOS 
1 QUITE UNDERSTAND. You may not 
spend cnough to warrant an Agent, 
yet you would like to sce that profes- 
sional “touch” in your advertising and 
print. My dear Sir, this is where I 
can most definitely help you. Proof on 


request 

Box 2762 Ad. Weekly 180 Fleet St BC4 
RETOUCHING and Airbrush still life 
specialist with 25 years’ experience in 
~ York, Australia, S. Africa, New 


aland 
Box 2763 Ad. Weekly 180 Fleet St BC4 


BUSINESS OPPORTUNITIE 


SMALL FULLY recognised West End 
Advertising Agency requires «a litte 
financial assislance would 
merger with another agency of any 
mutually agreeable arrangement 
Box 2780 Ad. Weekly 180 Ficet St BCS 

STUDIO wanted © cooperate in pro 
duction of pamphics and booklew of 


0 handle promptly, and give regular 


ume service. 

Box 2765 Ad. Weekly 180 Fleet Si BCS 
ADVERTISER with Studio-Factory pre 

mises would like w buy outright of 

controfiing interest in an established 

Sik Screen Business. Plant, Manage- 

ment and Staff w be moved to own 

premises yetria N.W.9 

Bou 2766 Ad. Weekly 180 Fleet St BOS 
COMMERCIAL ARTIST. Business 

for sale Main Road position, South 


mately 3130 « ft Gas fre, ring, 


boards, etc., paper, card, lamps, alt- 
brush and compremor, 
paint, uno stencils pens, inks, reference 
books, tee squares, set squares, rules, 
etc., and many other items as used for 
complete business. Rare opportunity 
for one Of two artists to start own firm 
with donkey work already done. Un- 
tumited scope for enlargement. Sale only 
due © dissolution of rinership. 
£200 of offer 
gam price 

Box 2767 Ad. Weekly 180 Fieet St BCS 


SALES AND WANTS 


POWER DRIVEN Hand Fed Letterpress 
Printing Machine, with sutomatic 
guard, printing area 15 in. 2 9 in. 
compicte with | B.p. motor and new 
set of rollers, £50. 

Box 2770 Ad. Weekly 180 Pleet St BCS 


ACCOMMODATION 


SOUTH KENSINGTON. Prominem main 


ans respectively 
10 include rates and light. FLA 8540. 


LITHO PRINTING. Highest quality 
work at a mpetitive price Broad. 
shee, brochures . 
The Wee Yorkshire Printing Co Lad. 
George Street. Wakeficid 
REPRESENTATIVE with printing and 
“ationery connection and contacts 
capable < a dé ” 
secks PRINTER with modern, 
speed plant. who can give good 
a! COMPpeCLitive prices. 
Box 2769 Ad Weekly 180 Pieet Si: BOS 


SPECIAL ANNOUNCEMENTS 


MENS WEAR DRAWINGS. Stadio 


Service with Continental accounu on this 
subject secks additional London 


Provincial inquiries for Gnished work 
at reasonable c 


= 2764 Ad. Weekly 180 Pleet St BCA 


See Sept. 4 issue of Advertiser's 
Weekly, pages 412 and 413 for 
the Advertising Services & 
Supplies Section. October 2 
will be the next issue, contain- 
ing these Services. 
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ENLARGEMENT ee ae 


REDUCTION producing photoprints; making a litho plate for the “office offset” 
facsimile copying, whether a singleton or a long suit; 


MULTIPLIGATION all these jobs, and more, are easy, quick and inexpensive with 


your Mervac. It really is a most adaptable member of your staff — 
always ready to cope, and needing no expert to operate it. The small space 
it occupies will probably become the most 
productive few square feet in your office. 
Let us advise you which model you should have. 


REPRODUCTION Sik betes Ce Tal, 4 Hates 


London, W.1 (Museum 8717) 


ees 
Little oa than a fin 
cabinet, easter to work than a 
i riter. This model is the 

ervac Copier — worth an 


the versatile Bicone 


Tisburys 


Gold Seat Maliting —STOP PRESS — 


1.S.B.A. COMMENT ON UNIONS LIFT BANS 
SPONSORED TV ON THOMSONS 
is heve Wo slay. Seeing goose 


BECAUSE it’s giving 


motorists what they want 
Throughout the spring and sum- 
mer months the motoring public 


£ ‘ U ’ 
has confirmed that the Gold Seal [# vony te in on  -+~ 
—the symbol on the sidewalls of that commercial television 


‘Dunlop’ and Dunlop ‘Fort’ . nln 


—is the sign of the best car tyres # Two FREDS FILM 


ever. The majority of British 

car manufacturers fit the tyres 

with the Gold Seal as standard \ j attended, are jncloded in film of the 
equipment, too. Now's the time, " Two Freds match made by Younger 
before winter sets in, to fit | 


ten 
It is hoped to add apes com- 
by Andrew Final 


mentary | 
version will be ready an “of next | 
week. Fleet Street Column Club 

admission to see film | 


THEY'RE FIRST IN SAFETY AND LONG LIFE “"="#" Sans. | 
Yer they cost no more! a fay 


Gibson as advertising manager, 
Venner Time Switches. 


Published by the Proprietors, BUSINESS PUBLICATIONS, Led. at their office at 180. Fleer Sven, London, £.C.4. (Phone Chancery 8844 ) 
September |8. 1952 Printed in England by Staples Printers Limited at their Great Titchfield Street, London, establishment. 
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; ry British Advertisers ews- Sheet ~ mie 
A ‘ f YY ; Adv ising cauiion, “News-Sheet” sl —~ 7, — r ay ne 
f SY; adds; “Let us, by all means, oo sion of firm to withdraw a 
PPI RS sider what help the advertising in- | "ON ©) DM Ue a 4 
Sats ups ft dustry can give in introducing desir- Sa ant es tn > ta \- 
, union. ve 
7 “Principal ooject of printing ; 

a | unions’ long-standing campaign in ye 

i favour of the aoe of freedom a 

" of association having been achieved - 

Federation express their Ly . 

: - tion of efforts of all those have ; 

; | contributed towards this result. * " 
; | “There still remains outstanding ‘ : 
> f--i4,, &F it alee 

az instatement of Thomson's employees pert 

: | who came out on strike in support a f 

E | of basic trade union principle. Ls 
“i Edis 
e vA 4 5 4 N N ‘ Ss shooting 1,600 feet at es) 

ce . “~~ j easel Cc f ae 

{ NY. \ — ——— The edited rsion ane lor Richard A ~ a 

s SS 4 yesterday (Wed.) with 11 in. triple \ So 

i CN : “Daily Express.” C aimed at at 

: , mothers: “Now — *. girl can cian 

oa have lovely, natural tacking carts.” eo 
ye Other placings national Sun- — 

f days, magazines. Agents: Arm- a 

a strong Warden Ltd. a 

-* Gee Advertising Ltd. appointed ae 
; for A. Hawkes & Co., shop- 4 ier 
a = — fitters, of Leicester. a 7 
a ousminnpasemnemmastiia ' -— 7 


